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The Fast Lane 


T HAS BECOME PART OF AUTOMOBILE FOLKLORE. FORD MOTOR COMPANY FOUNDER HENRY FORD 

was once laughed at by bankers for making the “rash” projection that horse- 

less carriages (as cars were called in the early 20th century) would soon out- 
number the horsedrawn variety. If we can laugh at this (probably) apoc- 
ryphal story today, it’s because cars—and, indeed, all other forms of mecha- 
nised transport—have become such an integral part of our lives. Many of them 
are a lot more than mere functional pieces of machinery—they're aspirational 
with a Capital A. The ones we've featured here fit the bill. 

Rising income levels and greater integration of the Indian economy with 
the world means that more (okay, only relatively speaking) Indians can now 
afford these beauties and some are actually giving in to the temptation of these 
hot wheels. Lesser cars can, perhaps, get them from Point A to Point B just as 
efficiently, but they lack that oomph, the sex appeal and the sheer awe 
that these machines inspire. That's human nature for you—it craves for 
things you don't really need but still must have. One point: the interna- 
tional prices mentioned in the following pages are straight conversions of their 
hard currency retail tags into rupees. To get a better estimate of their market 
value in India, you have to factor in a 120 per cent customs duty, shipping, 
dealer's margins and then some. 

Incidentally, the international jetset now includes many, many Indians. And 
like their counterparts elsewhere, they are buying private jets, luxury yachts 
and high-end motorbikes. In the process, they are living out their fantasies here 
in India itself and providing a lifestyle template for the wannabes to ape. 

This issue is as much a tribute to some of the world's most exclusive 
mechanical toys as it is to the lifestyles of those who use them. 
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It's about time you realised that after a hard day's work, you deserve to be 
comforted, relaxed & pampered. And no one does it better than a La-Z-Boy 
recliner. With its patented mechanism, 18 reclining angles, 3-position 
footrest & total lumbar support, La-Z-Boy has been rejuvenating tired 
bodies & minds of millions in over 65 countries. Since 1929. Sit on one & 


you'll know why. 
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6 Th è Ultimate Cars 
Yot d OM all about the Mercs and the Cadillacs. But do you know 
hese beasts that can make even connoisseurs drool? 
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Guest Column: 
Gautam Singhania 


A Yen for the Sea 

A few top industrialists have acquired 
that ultimate symbol of status, a luxury 
yacht. And, by the looks of it, the trend 
is catching on. 


Two-Wheelers are Fun 
They aren't particularly popular 
with India's 'arrived' set, but 
high-end bikes continue to thrill 
and enchant a niche class of 
well-healed Indians. 


Vintage Pride 

These are people who collect 
vintage cars; some of them 
own hundreds. 











Wings for the Jetset 
Your own private jet proves 
you've arrived in life. 


The Best Cars you can 

Buy in India 

Many of the big-name auto labels 
now have a presence in India, but 
many more still don't. If you have 
the money and the inclination, 
you can drive across to your 
neighbourhood dealer and pick 
up these hot beauties. 


Ultimate Speed 
Adventures 

Here's how you can travel 
faster than you've ever done 
before—even faster than 
the speed of sound. 


96 The Make-up Men 


Want a Ferrari but can't afford 
one? Don't worry; there are 
people who can remodel 

an old (or new) Ambassador 
to resemble the iconic 

Italian super car. 


Guest Column: 
Rajeev Chandrasekhar 
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NELCOME TO FEATHERLITE INDIA 


PROBABLY THE ONLY COMPANY IN THE WORLD WITH 600 CHAIRMEN 
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FEATHERLITE PRODUCTS (P) Ltd. 
#2, Timberyard Layout, Mysore Road, Bangalore 26. Ph: 080 26744047 / 5002 / 2307. Fax: 080 26740449 
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You know all about the Mercs and 
the Cadillacs. But do you know 
about these beasts that can make 
even connoisseurs drool? 


KUSHAN MITRA 
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"^ fa stest pi ro d U ctior on car of P 
I ime with d ocked top 
speed of 407.5 kmph which it 
can sustain until it runs out of 


fuel, which, at that speed, is in 


12 minutes; it needs 1.15 litres 


for every kilometre at that 


speed; in regular city condi- 
tions, it delivers 3 km to a litre. 


The car gets up to 300 kmph 
in 16.7 seconds. Almost every 
Indian mid-size car (or, shall 
we say mid-size car available 
in India) takes longer to get to 


100 kmph. 


$1.5 million (Rs 6.75 crore); but 
given its high development 
costs, VW loses money on every 
car it sells, and only 300 will 
ever be built. 


Tom Cruise, Ralph Lauren 
and Japanese fashion 
designer Nigo (who owns 
one in pink). 


Bugatti Veyron EB 16/4 


(Germany/France) 








AYBACH HAS SEEN MODERATE SUCCESS WITH 

the flagship 57 and 62 luxury cars, 
but the full potential of the company’s 
engineering genius was unveiled in 2005 
when Maybach produced the Exelero for 
tyre company Fulda Reifenwerke, which 
wanted a special vehicle to showcase its 
high-speed tyres. It has the same innards as 
the standard Maybach 57, but the V12 
engine has been upgraded to 5900 cc and 
produces a mind-boggling 700 horsepower 
with the help of two turbochargers. 


Top Speed 
It hit 351.45 kmph during testing for Fulda's high- 


performance tyres, that held up extremely well. The regu- 
lar Maybach has a top speed of only 250 kmph. 

0-100 kmph in 

The car crossed it in under 4.4 seconds! 

Price 

Well, Maybach insists this is a one-of-a-kind car despite 

auto enthusiasts pleading with the company to build it, 

but the price was estimated at $500,000 (Rs 2.25 crore). 

Celebrity owner 

Only one such car was built and it 

remains with Daimler-Chrysle 
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HE FERRARI FXX IS THE MOST EXPENSIVE PRODUCTION FERRARI EVER MADE, WHICH ALSO WINS 
Ti the title of the Most Expensive Production Car; but unlike the Bugatti 
Veyron, it is not street legal, so the Veyron still wears the crown of the most 
expensive “street legal” production car. The only way a person can drive the 
car is to race it to the ground on Ferrari-approved track days when you can 
open out the car’s humungous 6262 cc V12 engine that produces a massive 790 
horsepower. Other than racing cars, this is the ultimate Ferrari. Only 31 of these 
cars were built, and only 29 sold (all to people who already owned multiple cars 
made at Maranello). 


Top Speed 

It hits 360 kmph in testing 
0-100 kmph in 

2.8 seconds! 

Price 

€1.3 million (Rs 7.56 crore) 


Celebrity owner 

Michael Schumacher received Car #30 as 
a retirement gift (and to think most people 
get a gold-plated watch). 
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Dtmore 


Top Cars 
Fo THE LAST 100 YEARS, ROLLS ROYCE HAS BEEN SYNONYMOUS WITH LUXURIOUS CARS; TO CELEBRATE ITS Top Speed 
centenary in 2004, BMW, which bought the iconic British brand in 1998, came out with 250 kmph 
something special, the 100EX. Powered by a monstrous 9000 cc V16 engine, the car is very Price 


powerful and very fast. But because it has the "Spirit of Ecstasy which remains the $400,000 (Rs 1.8 crore) | 
‘Ultimate’ bonnet ornament—tt really isn't about Speed or luxury. This is a Rolls, and the | 
very best Rolls at that. Even though the 100EX will not make it to production, Rolls-Royce 

has said it will make a slightly toned down version of this beast based on the Phantom code- 

named "RRO2". The car, which is expected to be unveiled in 2007, will have the Phantom's 

6.75 litre V12 engine, but will share the 100EX's design cues. 


Rolls Royce 100EX Centenary 
(Germany/UK) 
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Ambi Pur comes in Aqua, Vanilla Bouquet, After Tobacco, Tropic €& Citrus Zest variants. 











S STANDS FOR RENNSPORT, RACING SPORT IN ENGLISH. THIS 
RR... should not be confused with the classic 
non-street legal 911 GT3 RS of 2001 which was one 
of the most awesome cars to come out of the 
Stuttgart-based company. Even though the 911 
GT3 RS does not have the mega 480 horsepower of 
the 911 Turbo, its 3.6-litre, 6-cylinder engine churns 
out "only" 415 horsepower and delivers tremendous 
performance. A wider rear track and special weight- 
reducing measures give this car a massive handling 
advantage over standard 911s. 


300 kmph 
4.25 seconds 


€130,000 (Rs 75.6 lakh) 


The early cars did not have steering wheels; drivers steered 


their vehicles with a lever. The New York City Police 
Department used bicycles to pursue speeding motorists in 1898 


O CELEBRATE THE RETURN OF THIS FABLED 

Italian marque, its owner (Ferrari) 
decided that Maserati should make a 
sports car. Though it's called a Grand 
Tourer (GT), make no mistake, this is 
a supercar. After all, it shares a lot of 
its underpinnings with the Ferrari 
Enzo. Its 5998 cc V12 engine pro- 
duces 620 horsepower, and boy, can 
this car zip along at a furious pace... 
Your chances of owning one? 
Practically zilch; Maserati is making 
only 50 of these machines for sale 
and all of them have been pre-sold. 
It has even produced a non-street 
legal version of the car specially for 
trackdays loosely based on the Ferrari 
FXX called the Maserati MC12 Corsa. 


330 kmph 
9.7 seconds 


€600,000 (Rs 3.49 crore) 
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WATCHES Mumbai: Skyzone, Phoenix, Tel: 6660 8132; Breach Candy: Tel: 2362 0275/77; Infiniti Mall: Tel: 3254 1043; Bangalore: Infantry Road, Tel: 2532 5577, 
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NORTH: Delhi - Watches and More Corner @ Samay, Tel: 2511 7400 (Rajouri Garden); Johnson Watch Co, Tel: 5151 7519 (Connaught Place); Something Special, 
Tel: 2461 9201 (Khan Market). EAST: Kolkata - Watches and More Corner (à) Rams, Tel: 3058 8885 (Metro Shopping Centre). 


Available at all Shoppers' Stop, Lifestyle, Westside, Just In Vogue stores and other leading watch outlets. 
For Trade Enquiries, contact: Egana India Pvt Ltd, Tel: 022-2495 5656-60 Fax: 022-2495 5663 E-mail: sales@eganaindia.com Website: www. eganaindia.com El 54-06 
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DEDICATION BY FORD TO ITS CLASSIC GT40 WHICH WAS 

developed to cock a snook at European manufac- 
turers in the mid-60s. That car won that most European 
of competitions—the Le Mans 24-hour race. The new 
GT was developed as a concept car in 2002 and prompted 
so much interest from fans that Ford decided to develop 
the car into a production model. In the two-and-a-half 
years that the car has been on sale, Ford has sold over 
4,000 of them, but owners, including auto journalist 
Jeremy Clarkson, have had their problems with the car, 
not least with the fact that its 5.4 litre supercharged V8 
guzzles fuel. But as icons go, there are few cars to match 
this one. After all, how many two-year-old second hand 
cars will command prices higher than a brand new one? 





Over 300 kmph 
3.85 seconds 


$150,000 
(Rs 67.5 lakh) 


Jeremy Clarkson 


HE ORIGINAL MERCEDES-BENZ SLR CAME 
Tan in 2003 and is a joint project be- 
tween Mercedes and its Formula 1 
partner, McLaren of England. SLR in 
this case stands for Sportlich, Leicht, 
Rennsport (German for sports, light, 
racing). The 722 edition of the SLR 
was brought out to commemorate the 
50th anniversary of legendary 
Mercedes driver Stirling Moss' tremen- 
dous victory in the old Mille Miglia 
race when Moss completed 1,597 km in 
an astounding 10 hours and 8 min- 
utes. The SLR 722 has a supercharged 
5439 cc V8 engine that produces a gar- 
gantuan 650 horsepower. 


337 kmph 
3.8 seconds 


$450,000 (Rs 2.025 crore) 
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Koenigsegg CCX (sweden) 


OENIGSEGG HAS BEEN AROUND FOR 10 
(ee and has proved that the best 
supercars don't have to come from 
Germany or Italy. The CCX—CC stands 
for "Competition Coupe" and the X is 
Roman for 10—is a very fast car. Its 4.7 
litre supercharged V8 engine produces 
a massive 806 horsepower on 91-oc- 
tane fuel and can produce 900 horse- 
power on special fuel which means 
the lightweight (1,180 kg) car can go 
very fast. In fact, the Veyron is per- 
haps the only car that is faster. But 
this is not a car for the faint-hearted; 
when you shift gears, the single 
exhaust is known to spit out flames 
three feet long. 


Top Speed 
Over 400 kmph 
0-100 kmph in 

3.1 seconds 


Price 
€510,000 (Rs 2.97 crore) 





ORACIO PAGANI, FOUNDER OF THE CAR COMPANY THAT BEARS Top Speed —X 
his name, consulted Formula One legend Juan 345 kmph All prices are straight conversions of 
: i , . their hard currency retail tags into 
Miguel Fangio every step of the way when he built the 0-100 kmph in rupees. To calculate the estimated prices 
first ever Zonda, and the "F" at the end of this car is a 2.5 seconds of these cars in India, you have to add a 
dedication to the driving legend who passed away Price LEO per cant sigan ag a bo et 
ec e charges+dealer margins and then some 

some years back. The F is a special edition of the already $750,000 
impressive Zonda roadster with modifications that (Rs 3.37 crore) 


have made it lighter, more powerful and faster than the 

regular Zonda. Tweaks to the Mercedes-Benz 7.3 litre 

V12 take power up to 620 horsepower which can be 

further increased to 650 horsepower by Pagani if you 

buy the Clubsport model. The car is made of carbon — 
fibre and weighs in at only 1,241 kg. 
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GAUTAM SINGHANIA 
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THINK ONE OF THE BIGGEST MISCONCEPTIONS THAT 

exists in the corporate world today is 

that you can't mix business with pleasure! 

| have always believed that one must 

live one's life fully and completely, and in 
order to do that, you must equally pursue 
your passions at work and at play! 

The need and love for speed has always 
been a part of my life. My passion for speed 
goes back as far as | can remember. I re- 
member playing around with Go Karts from 
the age of four. Getting my driving licence 
was a big moment in my life. My first car 
was a white Premier Padmini. | still have 
fond memories of tearing around Breach 
Candy and Scandal Point in it. In fact, the car 
registration number, 6805, became quite fa- 
mous, or should | say, infamous, in the area. 
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Naturally, | gravitated towards racing. | 
was a regular on the rally circuit and com- 
peted in a couple of MASA rallies. | also par- 
ticipated in the Formula Maruti Series. My yel- 
low, blue and white car, in its Raymond livery, 
was quite a showstopper. 

The most awesome car | have driven has 
to be the Formula 1 car at the Lercy Lewis 
Track in France in 2001. It was a Larrouse 
LH 94 powered by a 700 bhp 3.5-litre 
Cosworth V8 and was geared to accelerate to 
100 kmph in 2.4 seconds and to 200 kmph in 
5 seconds. The figures cannot describe how 
ferocious the acceleration is. It's the neck 
that takes the maximum pounding from the 
sheer brutality of the acceleration. | hit 300 
kmph in the car down the straight! 

Then, there's my Honda S2000. It's not 





in stock. | have modified it for drag rac- 
ing, and can safely claim it’s the quickest 
Honda in the country. 

| drove a Ferrari 360 Modena in the 
RMA 3000, a five-day dash across Europe 
that took us from London through 
Budapest to Prague with my old pal 
Hormazd Sorabjee, editor of Autocar 
India. But what | enjoyed the most were 
the track days at the Hungaro Ring and 
Pannonia Ring in Hungary and Brno and 
Most in the Czech Republic. The Modena 
is so easy to drive. The steering wheel is 
deliciously accurate. The response to all 
controls is so instantaneous and sharp 
that the whole car feels alive, almost hu- 
man. The scariest moment had to be 
when I spun it at 120 mph coming on to 
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the main straight. 

Hormazd and | entered the 
Cannonball Run, officially called 
Cannonball 8000, with a Lamborghini 
Gallardo. The CannonBall Run is a mad, 
three-day dash across Europe at mental 
speeds. Needless to say, we had to pay 
quite a few fines along the way. 

Germany is one of the last remain- 
ing countries in the world where you 
can find roads with no legal speed lim- 
its—280 kmph on these roads is a breeze, 
and at times, we even crossed the 300 
kmph mark. Even at this speed, the 
Gallardo shows no sign of running out of 
steam and feels incredibly stable. 

As we drove through Italy, it started 
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to pour. It seemed like a bad monsoon 
day in Mumbai. It's here that the 
Gallardo's four-wheel drive system gave 
me the confidence to push it in a way | 
wouldn't dare in my Ferrari. At one point, 
we hit a patch of standing water and 
the car went from supercar to super- 
boat, floating across the road. | man- 
aged to control the car before the road 
began to curve. We were very lucky. All 
this at 140 mph!! Driving these cars to the 
limit is just another experience altogether. 
It's amazing; the harder you drive these 
cars, the harder they want to be driven. 

| love the sound of the Gallardo's 
V10. It's not as sweet or shrill as the 
Ferrari 360 Modena, but much louder. 
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And the way it bellows at full revs keeps 
the hair on your neck standing perma- 
nently. 

Power, speed and control, be it on 
the road, in the water or in the air, have 
always fascinated me. These aspects have 
also played an important role in my pro- 
fessional life, helping me expand my busi- 
ness at a frenetic pace. My vision is to 
take the Raymond brand from being the 
best and the most respected among 
Indian brands, to be amongst the best in 
the global market. We have grown from 
being a textile major in India to a globally 
recognised brand that spans the entire 
value chain from fabric and design to 
apparel and retailing. 

People talk about being too busy to 
follow their passions. Today | am re- 
sponsible for a Rs 2,000-crore company, 
but | still find time to follow my passion 
for cars. It’s not just about winning a 
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race, it helps develop the ability to take 
quick decisions. It gives me an adrenalin 
rush, high energy and focus. It trains my 
mind to think rapidly and concentrate 
on the job at hand. For me, every second 
of my existence counts and | would like to 
make the best of it. | still find the time to 
take part in racing events such as 
drag races. 

It's not just the speed of the car. | 
think that you need to get engaged with 
every car that you drive. Driving a 
Formula 1 is a completely different ex- 
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perience from driving a drag racer or a 
(Ferrari) 360. You get engaged differ- 
ently with every automobile that you 
drive, and with cars like the ones I've 
mentioned, there's really no question of 
comparing one to the other. 

It doesn't take great men to do great 
things; just those who are greatly 
dedicated to doing them. Every second 
counts and in this fast-paced age, where 
time and tide wait for none; speed, in 
thought and action, plays a very 
important role. 8 


The author is the Chairman and Managing Director of Raymond Ltd 
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Yachts 


A Yen for the Sea 





A few top industrialists have acquired 
that ultimate symbol of status, a luxury 
yacht. And, by the looks of it, the 

trend is catching on. 


T.V. MAHALINGAM & DEEPTI KHANNA BOSE "94904 


mee HE MARKET FOR LUXURY BOATS IS PICKING UP IN INDIA. "TWO YEARS AGO, THERE WERE 
j hardly any takers for yachts in India. But today, there are a lot of high net 
^ worth individuals who are interested in owning their own boats," says Anju 
Dutta, Managing Director, Marine Solutions, which represents top notch 
yacht brands like Ferretti, Jenneau, GC Marine, Searay and Jetski in India. 
The most popular are vessels in the Rs 20-70 lakh range. Heads of business groups like 
the Godrejs, Piramals and Bajajs have boats. The Piramals, in fact, own a century-old 
v se 80-feet-long dhow (a traditional Arabian boat) that is entirely made of wood. 


u 


/ VIJAY MALLYA. 


Chairman, UB Group 


Name of yacht: INDIAN EMPRESS 

You have to hand it to Vijay Mallya; he doesn’t do things in 
halves, and he does live life kingsize. In August last year, he 
bought a 95-metre yacht, /ndian Empress—said to be the 
fifth largest in the world—from a Qatari sheikh for $113 mil- 
lion (Rs 508.5 crore). The Kingfisher swimsuit calendar 
2007 was shot on this boat—in Spain and the French 
Riviera. The yacht was used as a background prop for the pictures in the calendar. 
The liquor (and airline) baron plans to sail for the ICC Cricket World Cup in the 
Caribbean on this floating palace. 





The specs: The 30,000 horsepower yacht needs a 28-member crew, has 16 bedrooms 
(four for Mallya and the rest for his guests), an open air jacuzzi and a helipad. It is 
also equipped with state of the art communication and navigation systems that keeps 
it in touch with the rest of the world. It has a top speed of 26.5 knots. 


And...: Mallya also owns two other yachts, Indian Princess and the Kalizma. The for- 
= mer is a 55-metre yacht with two dining areas and a jacuzzi while Kalizma is an 
* Edwardian yacht. That's Vijay Mallya for you—the King of Good Times. 


How much does it cost to maintain a yacht? 

Maintaining luxury boats is a costly proposition. The cost of buying as well as main- 
taining a luxury boat increases with every extra foot of the boat's length. Other than 
costs like fuel, even a small luxury boat will take at least Rs 3 lakh to maintain even 
if it is just docked in a harbor the whole year. 


Are cheaper options available? 

For those who want to sail but cannot afford a full-fledged luxury sailboat, a manual 

sailboat can be purchased at a price of Rs 2-3 lakh. Then, a membership at any of the 
— . boatclubs in India, like the Royal Bombay Yacht Club, the Colaba Sailing Club or the 

k | Bombay Sailing Association, can also offer aficionados a more cost-effective option. 





What next? Speed aficionado 
Gautam Singhania owns the 
only yacht in the world built 
out of Burma teak: 





Chairman & Managing Director, Raymond 


Name of yacht: ASHENA 

Speed aficionado Gautam Singhania owns the only yacht in the world built 
out of Burma teak. "My new yacht, Ashena, is something I've designed and 
dressed myself. She’s the largest super-yacht in the world ever to be 
built out of wood; she’s forty-five-and-a-half metres, and is a tri-deck su- t: 
per-yacht," says Singhania. "I had part of her built in India, and part of her ul) 
in Dubai; they do very good interiors in Dubai," he adds but refused to talk 
about the price. Ashena was commissioned a couple of months ago. 


The specs: Ashena has six large suites for guests and needs an 11-mem- 
ber crew to run. She has a jacuzzi on the upper deck and houses seven 
jet-skis and has two tenders (a small boat accompanying a large vessel, 
to be used as a service/work boat or a dinghy). In all, Ashena has more 
than 50,000 sq. ft of space. "She will be used for business, entertainment 
and pleasure," says Singhania. It has a top speed of 10.5 knots. 


And...: Singhania also owns a 47-feet long yacht called Moonraker, on 
which he travels to Alibaug where he has a house. "It's an Ambassador 
47 model, which is white; does about 22-24 knots, and has three guest bed- 
rooms and one for the crew," he says. He also has six speed boats all 
docked in Mumbai. 








Anju Dutta, MD of Marine Solutions, says the following 
boats are ideal for HNW Indians with a yen for the sea. 


retti 5 (Price: Rs 4.6 crore) 
The Ferrari of yachts, with its 15.65 metres of length and 5 
metres of width, the Italian Ferretti 500 Elite is perfect for 
owners who love to laze on board with friends. It is the perfect 
luxury yacht with a linear galley for a comfortable long 
distance cruise. For more info, visit: www.ferretti-yachts.com. 


(Price: Rs 17.2 crore) 
This is a super-yacht meant for the superrich. With a fibreglass 
hull, this massive yacht can hit speeds of up to 33 knots. 


D Sun Odys: (Price: Rs 1 crore) 

The quintessential Jeanneau boat—a powerful hull, efficient 
deck and an interior in teak. The hull is solid fibreglass, 
supported by a robust fibreglass grid. It’s a powerful boat 
with comfortable interiors. For more info, please see 
http://www.jeanneauamerica.com 


cavvasaki Jet Ski 12 STX (Price: Rs 5.8 lakh) 
This water craft is one for the speed fiends. A three passenger style 
personal watercraft with an 1199cc, water (open loop) cooled, 
4-stroke Engine. This JET SKI STX weighs 737 Ibs. and has a 
payload capacity of 496 Ibs. 


























Sea Ray 220 SunDeck (Price: Rs 24 lakh) 

This sports boat is not for the faint hearted, equipped with wet bar, 
sun lounger and party-size bow seating area for family. For details, 
http://www.searay.com 
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They aren't 
particularly 
popular with 
India’s ‘arrived’ 
set, but high-end 
bikes continue 
to thrill and 
enchant a 
niche class of 
well-healed 
Indians. 


PALLAVI SRIVASTAVA 


Ducati 999 (Italy) 


IT HAS WHAT ITS MAKER CLAIMS IS THE BEST-EVER TWIN-CYLINDER 
engine. The Ducati 999 features a fully adjustable sus- 
pension system and is equipped with a new aluminium 
alloy rear swing-arm, like that on the 999 Factory race- 
bike. An adjustable riding position allows for optimum 
ergonomics, performance, handling, and control on 
the road and the racetrack. The superbike’s highly ad- 
vanced trellis frame, constructed of mitered and welded 
high-strength steel tubing, ensures precise handling 
and stability for a consistent and predictable ride. 





Top Speed: Over 170 mph (272 kmph) 
0-100 kmph in: 3.4 seconds 

Engine capacity: 999 cc 

Price: $17,995 (Rs 8.09 lakh) 


Harley Davidson 
Sportster (US) 


IT’S STREAMLINED BLACK-AND-CHROME ENGINE AND ANGULAR 
shape give it a lower profile that stays true to the 
Sportster heritage of narrow, agile styling. The 
foot pegs are mid-mounted; the handlebars 
have been moved 25 mm closer to the rider and 
the new two-up Badlander-style seat gives great 
riding comfort. All 2006 Sportsters have a new 
gearbox with helical gears in place of the previ- 
ous straight-cut cogs for quieter running. 


Top Speed: 160 kmph 
0-100 kmph in: 5.5 seconds 
Engine capacity: 1,200 cc 
Price: $16,500 (Rs 7.42 lakh) 


TRIVIA 

James Bond has 
never been seen on 
an English motor 


cycle. His favourite 

bikes: disguised and 
souped-up versions 

of the BMW KT100 
and RS1200 
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Bikes 


Aprilia RSV 1000 
R Tuono (Italy) 


COMPONENTS LIKE THE UPPER TRIPLE 
clamp, made specially for the 
Tuono, permit only a single-piece 
handlebar to be fitted. The risers 
are made using the same process 
as the top triple clamp and allow 
the handlebars to be fitted in 
raised position, enhancing agility 
and leaving you free to expand 
your riding limits in total safety. 
The direction indicators not only 
look great but are designed in 
the wind tunnel to keep the air 
flow away from the rider's hands, 
increasing comfort and precision 
at high speeds. 


Top Speed: 120 mph (192 kmph) 
0-100 kmph in: 4 seconds 
Engine capacity: 1,000 cc 
Price: £8,999 (Rs 7.73 lakh) 





Suzuki GSX 1300 R 
Hayabusa (Japan) 


SOME SAY IT IS THE FASTEST BIKE IN THE WORLD. 
Fondly called by proud owners as 'The 
Hayabusa’, it has a rigid twin-spar alu- 
minium frame which minimises its 
weight while still maintaining high 
torsional strength. This sports bike has 
an in-line four engine, fuel injection 
system, and dual overhead cam. It fea- 


tures a liquid cooling system, double- 
disc front brakes with 12.6 inch diam- 
eter, and single-disc rear brakes with 
9.4 inch diameter. 


300 kmph 
2.67 seconds 
1,299 cc 
£8299 (Rs 7.13 lakh) 








— 


rN a 


Kawasaki ZX12R Ninja (Japan) 
ITS LIQUID-COOLED, 16-VALVE, 4-CYLINDER ENGINE GENERATES A 
peak power of 178 bhp at 10,500 rpm. The Kawasaki 
Ninja's revolutionary all-aluminium monocoque frame 
and cast steering swing arm pivot provide an extremely 
stiff structure and contribute to the bike's superb high- 
speed stability and handling. The redesigned upper 
cowl has a shorter nose for improved aerodynamics 
and a sportier look. 


: 300 kmph 
in: 3.8 seconds 
1,199 cc 
: £7,699 (Rs 6.62 lakh) 


TRIVIA 

Biker Boyz (2003) was 
the first movie to feature 
the Suzuki Hayabusa, the 


fastest bike on this 
planet. However, for some 
reason, bike’s name did 
not feature in the movie 





Benelli Tornado RS (Italy) 


THIS IS THE NEW VERSION OF THE THREE-CYLINDER ENGINE 
bike. Twin fans in the back are for the radiator 
mounted on the tail. The wheels and frame are 
anodised black to emphasise its sporty character, 
while the transparent section of the top fair- 
ing provides greater protection to the rider. But 
the real novelties are in the technical make-up. 
Constant performance even during heavy duty 
use is guaranteed by the addition of an oil cool- 
ing system to the radiator. Another new fea- 
ture is the Brembo “Serie Oro” (Gold Series) 
brake system with radial caliper, the most tech- 
nologically advanced system available. 


: 148 kmph 
: 3 seconds 
| 900 cc 
: £13,500 (Rs 11.61 lakh) 
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TRIVIA 
The world’s first petrol- 


run motorcycle was 
designed and built by 
Gottlieb Daimler and 
Wilhelm Maybach in 
1885 


2006 BMW R1200 GS 
Adventure (Germany) 


WITH AN 8.7-GALLON GAS TANK, THIS BIKE HAS THE 
largest fuel container of all bikes. Another 
travel-friendly upgrade comes in the form 
of a new optional, stainless-steel luggage 
rack and an aluminium top case. These 
cases, with 30 gallons of storage capacity, 
should be good enough for a few AUT 


supplies. The Adventure's new windshield is 
fully adjustable to any angle. To keep hands 
protected, the bike comes with standard 
hand guards and the aluminium handlebars 
have a protective centre sleeve. 


Top Speec: 230 kmph 


0-100 kmph in: 3.4 seconds 
Engine capacity: 1,170 cc 
Price: $20,000 (Rs 9 lakh) 


BUSINESS TOD 
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Honda CBR 1000 RR 
(Japan) 


INSPIRED BY WORLD CHAMPION RC211V 
MotoGP 4-stroke bike, the Honda 
CBR 1000 RR is built with revolu- 
tionary Unit-Pro Link suspension and 
electronic steering damper, and new- 
tech Honda Electronic Steering 
Damper. The 998 cc in-line four is 
brand new, as is the 6-speed silky 
smooth gearbox. 


di: 300 kmph 
h in: 5.41 seconds 
! capacity: 998 cc 
: Rs 1.15 lakh 





Keep Cool With Subros 





"Keep cool and you command everybody" 


Louis de Saint - Just 
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AUTO AIRCONDITIONING SYSTEMS 





TRIVIA 
bt more The Harley Davidson 
Sportster, launched in 

Bikes 1957, has been in pro- 
duction longer than any 


other bike in the world 





Yamaha YZF R1 (Japan) 


THE NEW FOUR-VALVE COMBUSTION CHAMBER DESIGN USES A 
higher compression ratio (12.7:1 vs. 12.4:1), higher lift 
cam profiles (7.6 mm to 9.2 mm intake and 7.5 mm to 
8.3 mm exhaust) and a faster version of the R6's ride- 
by-wire throttle system called YCC-T. The new intake 
valves, made of titanium, also help it shed some 
weight. But the big news in the intake tract are the 
variable-height velocity stacks of the YCC-I system. 





i Top Speed: 184 mph (294.4 kmph) 
Suzuki GSXR 1000 0-100 kmph in: 3.1 seconds 
Engine capacity: 900 cc 
(Japan) Price: $9,995 (Rs 4.49 lakh) 





THIS SPORTS BIKE COMBINES INCREDIBLE 
acceleration with razor-sharp handling. 
Featuring an electric starter and digi- 
tal/transistorised ignition, this is a 
speedy, fun, and stylish sports bike. A 
four-stroke bike with an in-line four 
engine and 998.6 cc displacement, this 
speedster can fly. 


Top Speed: 290 kmph 
0-100 kmph in: 5.7 seconds 
Engine capacity: 999 cc 
Price: $10,999 (Rs 4.94 lakh) 


All prices are straight conversions of their hard currency retail tags into rupees. To 
calculate the estimated prices of these bikes in India, you have to add a 120 per cent 
customs duty+shipping charges+dealer margins and then some. 
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Pacing ahead with the future of automotive lighting technology 
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FIEM Industries Limited, the company is 
synonymous with innovation and excellence 
in the automobile manufacturing segment, 
The company started ils journey in 1970, 
with the decades of experience it has 
developed state-of-the-art manufacturing 
system. FIEM maintains the ardent pursuit 
of qualitative supenority for maximizing the 
customer satisfaction. FIEM products are 
result of in-depth research. The faster 
product development cycle facilitates 
introducing new products to keep pace with 
giobal technological trends. The versatility is 
reflected in its specialization in developing 
lamps and rear view mirrors for two wheeler 
and four wheeler. The efficient workforce 
makes FIEM stand apart with its engineering 
brilliance, 
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Camarate Office: 32 Km. Stone. G.T. Road. Kundli. District Sonepat ( Harvana). website http://www.fiemauto.com 
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Vintage Pride 


Vintage Pride 





Some people collect them to relive a more genteel and laidback era, others do so to 
preserve a family tradition and yet others simply indulge in a hobby. Whatever the 
reason, vintage car collectors are all passionate about their collections. SHIVANGI MISRA 


eee ° T'S A PLEASANT SURPRISE TO COME ACROSS SOME- 
Sriji Arvind body from a royal family (Udaipur) who 
believes that a vintage car collection 
cannot be maintained the right 

way if you don't dirty your 

hands. Singhji has 24 cars in his collection and believes in restoring 

the cars that belong to his own family rather than buying them. N 
The oldest in his collection, a Rolls Royce-20 | 
HP, dates back to 1924. All his cars are still in 1 

perfect running condition. 
















Singhj1 


i Phantom II Windovers Sedanca De 
Ville Chasis 181RY 1934 


2. MG TC 1946 
3. Cadillac Salon 1938 
4. Cadillac Convertible 1938 


Trivia — 
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NDOUBTEDLY THE 


Pranlal 4 most mous 
Bh OS i lal collector of vintage 


cars in the country. 

He is the Founder 
and President of the 
Vintage and Classic Car Club of India and maintains 
a collection of more than 200 such. The oldest cars 
in his collection are the Minerva 1906 and Mors of 
the same year. Here are some of the cars from his 
huge vintage collection: 





Phantom Ill Sedar Car Deville by Hooper 1937 (top) 
Rolls Royce Hooper Duck Tail Tourer 1932 (right) 
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Trivia: 
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Titus 


OR DALJEET TITUS, 
F vintage cars area 
passion, which he has 
been indulging in for 
the last 10 years. “| 
wanted to buy the 
original Austin A-40 
1947 owned by my 
grandmother since 
there were a lot of 
fond memories at- 
tached,” says Titus. 
He could not find the 
car owned by his 
grandmom but he 
did manage to buy 
another one of the 
same model. That's 
how he began 
collecting cars of which 
he has 37 now. 
He has set up 
a 10,000 sq yard old 
car museum in 
Mehrauli, which is free 
for the public. 





Cadillac Coupe Deville 
1953 (yellow, middle) 


Buick Special 1938 
, (below) 


IMI YY 


(used in movie 
Zubaida) 
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Vintage Pride 





N AN AGE WHEN EVERY- 
body opts for the 

latest, snazziest and 
the fastest, owning a 
vintage car is like a 
blast from the past. 
Imagine owning 36 of 
them. Dr Ravi Prakash 
does. A surgeon by 
profession (till re- 
cently he used to 
work full time at St 
John's Medical 
Hospital in Bangalore 
and treated Sanjay 
Khan for his burn in- 
juries), farmer by incli- 
nation, businessman, 
small time politician, 
secretary of 
Karnataka Vintage 
and Classic Car Club, 
Dr Prakash is a man of 
many parts. None has 
brought him as much 
fame, and he claims 
pleasure, as his vin- 
tage car collection. 
TOP CARS 
Lanchester 1928, orig- 

Vintage cars can cost a packet. A 60 to 70-year-old Rolls Royce in good condition can cost inally owned by 

up to Rs 1 crore. And maintenance: several thousand rupees a year Motilal Nehru (left) 


MG convertible 1947 
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ICC Cricket World Cup West Indies 2007 Cricket's greatest event is not to be watched. It is to be experienced. 


ICC Cricket 
World Cup experience of a lifetime. it's where cricket craze meets calypso dancing and cruise fun ^n Official Travel Agent & 


» WEST INDIES 2007 


While the rest of the world contends itself to watching it on TV, SOTC Sport Abroad takes you to the Caribbean for the cricketing 


(22/6 





| Official Hospitality Agent for the ICC Cricket World Cup West Indies 2007 SOIC Sport Abroad organize: 
OFFICIAL TRAVEL AGENT | ee TDI ERAI REIR RC ES 
your travel, accommodation, match tickets and also offers vou the best deals 


Book now, Limited Seats Available! 


For more information call, Toll Free : 1800 - 224 777,| Rahul: +91 99200 89555, Mona: +91 99200 89666 


èL J Mona 1200 & Af f 
P 
Website: www.sotcsportabroad.com E-mail: sotcsports@kuonlindia.com v OIT VO 





SOTC Corporate Tours Sales Office 


e AHEMDABAD Te 079) 26566287 26566289 /90 e BANGALORE: Té (O60) 41131385 /86 + CHENNAI Tel 44) 5578 2233 * COIMBATORE: Tel- (0422) 5392201 * 19220; 
e COCHIN: Tel: (0484) 3018889, 2363124 © DELHI: Tel: (011) 23353397 / 23327872 / 23313107 * HYDERABAD: Tel (040) 6699 9999 « KOLKATA Tel: (033) - 22178842 / 22178848 


e MUMBAI Tel: (022) 23625014 / 23628657 / 23623781 « PUNE: Tel: (020) 26134390/ 26134290 / 26119441 
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It’s the ultimate status symbol—your own private jet. There are 


several available in the market; they range from small business 
jets to regular wide-bodied passenger aircraft customised to your 





HERE ARE WAYS AND MEANS OF TRAVELLING, BUT 
nothing beats taking off from an airport and 
landing in New York or Tokyo a half-day 
later in your own private jet. Private jets soar 
above regular commercial aircraft, operat- 

ing at altitudes of over 45,000 feet and 0.9 Mach (Mach 

1 being the speed of sound). India’s industrialists love 

their private jets, though only Ratan Tata (following the 

footsteps of his illustrious uncle JRD Tata, India's pio- 
neering aviator) actually occasionally flies his plane 

(registered VT-TAT) a Dassault Falcon 2000. 

Companies such as Reliance and Essar actually almost 
run airlines, ferrying executives to and from Mumbai. 
But for its top executives, Reliance has a Bombardier 
Global Express, one of the world's most luxurious long- 
range executive jets. The Indian Air Force runs a fleet of 
Embraer Legacy executive jets for the high and mighty. 
But no one beats Vijay Mallya; he owns VT-VJM, an 
Airbus A319 aircraft which has been modified as a 
corporate jet by Airbus. Boeing also sells a corporate 
version of the Boeing 737 called the Boeing Business 
Jet (BBJ). 

None of these aircraft comes cheap, but as the stock 
market boom makes some of India's richest men even 
richer and as commercial air travel gets more compli- 
cated with long queues and air traffic congestion, expect 
more private planes to take to the air in the next few 
years. And now there is also a whole host of lower-cost 
light private jets being developed which are a lot 
cheaper than the current fleet of aircraft. 


SMALL BUSINESS JETS 
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Gulfstream is a long-established maker of executive jets, 
and the Gulfstream GV (G Five) is the latest in a long line 
of planes. The GV, with a transcontinental range of over 
12,000 km, can fly at over 50,000 feet and can reach most 
of the United States non-stop from India with eight pas- 
sengers; it can fly non-stop for more than 14 hours. The 
only company to operate this aircraft out of India is Essar 


Shipping. 


COST: Luxury does not come cheap, the GV has a list 
price of $39 million (Rs 175.5 crore). 


>> MONEY ISN'T EVERYTHING 


In the future, there will be a slew of small ‘personal jets’ 
that cost a few million, seat only five or six passengers, 
require only one pilot and can get you from Point A to 
Point B a lot faster than, well, most other forms of trans- 
port. The first of these aircraft is the Eclipse 500 personal 
jet which costs around $1.2 million (Rs 5.4 crore). With 
a top speed of around 700 kmph and a range of 2,400 
km with its highly-efficient engines, is the Eclipse the 
future of air travel? 

Not if MaverickJets and Honda have their way. 
Maverick is building a plane with one engine that can 
seat four people, fly at 650 kmph with a range of 2,000 
kms; this plane is expected to make its first flight in 2009. 
But nothing beats the Honda Jet (yes, the same guys 
who make the Asimo Robot, and it is believed they 
make cars and bikes as well), which flies higher than 
most other light-jets, goes faster with a speed of 720 
kmph and with its high wing-mounted engines, it has 
better fuel economy than most of the competition and 
has a range of over 2,500 km. 





bt more : 
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>>BOMBARDIER BD-700 
The Bombardier BD-700 Global Express 
is also the latest iteration from a long 
line of business jets from Canada's 
Bombardier and it is an ultra-long-haul 
plane with a range of around 12,400 
km. The plane, which can be used in a 
high-density configuration, is usually 
configured for 16 people, but customers 
are known to have put staterooms, 
lounges and a dining area inside such 
planes. The only operators of what is 
called the ultimate executive jet in 
India—Reliance Industries! Other cus- 
tomers include Bill Gates and Oprah 
Winfrey. 


COST: $45 million (Rs 202.5 crore)! The 
Global Express is not called the 
‘Ultimate’ small business jet for 
nothing. 





>>EMBRAER 
EMB-135BJ LEGACY 

Brazil’s Embraer also makes a corpo- 
rate version of its Embraer 135 small 
regional jet. The Legacy jet was re- 
cently inducted into the Indian Air 
Force (and the Border Security Force 
also operates one). This plane can seat 
10 passengers in a regular configura- 
tion (and up to 30 in a shuttle con- 
figuration) and has a range of around 
6,000 kms, so it does not compete 
with the ultra-long-range planes men- 
tioned previously but it is proving to 
be a viable replacement for people 
who want an economical replacement 
for their older business jets. 


COST: A relative cheap way to go 
‘Exclusive Class’, a new plane costs 
around $22 million (Rs 99 crore). 





40 BUSINESS TODAY more JANUARY-FEBRUARY 2007 


BIG BUSINESS JETS 


>>BOEING BBJ/BBJ2 

The Boeing Business Jet (BBJ) is actually a 
regular Boeing 737-700 (BBJ) or 737-800 
(BBJ2) aircraft that have specially modified 
interiors and extra fuel capacity for a vastly 
enhanced range. The BBJ has a range of over 
11,000 km with 25 passengers and that in- 
cludes a lounge, private suite, shower cubicles 
and first-class sleeper suites, but the plane can 
seat up to 50 passengers. The longer (but 
shorter range) BBJ2 can seat almost 60 pas- 
sengers in a all-business class configuration. 
The BBJ is choice of oil sheikhs and govern- 
ments across the world. But its celebrity own- 
ers include Rupert Murdoch; Subrata Roy of 
Sahara used to have one of them as well. 


COST: A 'green' (or empty) BBJ or BBJ2 cost 
upwards of $50 million (Rs 225 crore); prices 
depend on interior fittings. 
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>>AIRBUS ACJ 

Vijay Mallya got himself one of these, and like the Boeing 
BBJ, the ACJ is based of the Airbus A319 commercial aircraft. The 
AC also has additional fuel tanks that enable it to fly 11,500 km- 
plus in the super-luxurious 10 passenger layout, and can seat up 
to 39 passengers in a higher-density layout. The ACJ has found 
customers in several governments and really rich people across 
the world. 


COST: A 'green' (or empty) ACJ will cost over $45 million 
(Rs 202.5 crore) and interior fittings can vastly increase the price, 
aircraft can cost up to $100 million. 









DO YOU Ei dup ceris 
$ Hollywood LM ee ee Pe S dep jets and he is not alone among 
.... Hollywo: ds ars rsto hay e their own planes, but Ita is a plane enthusiast. He is a qualified pi- - 
ot on severe It ing s also actualy bought and painstakingly re- 
-stored a pod e eing 707- that b etin ) ge d to Qan cad the man actually has a house in an 
aviatio n cor munity in Floric ja, where re reside nee j fly Ht work and back home. ; 


ae — - d= > sii u E DC eee SE eee Ss a = ies bad VS a= a — 


42 BUSINESS TODAY MOTE jANUARY-FEBRUARY 2007 


0 2051 


A PLAN FOR A BRIGHT 


PUER ALI SCIENTIFIC AMERICAN India 


The human race ts al a unique tipping point. E17 1. 
grape ihe best of all possible worlds? 


PROBLEM THAT MATH CAN 


Subscribe Now! Save up to 35% and receive a copy of "How it Happens" FREE! 


For years, opinion leaders have turned to the pages of Scientific 
American to learn about significant ideas, discoveries and inventions 
early; months and years before other media recognized their 
importance. Follow their steps and get a dose of the emerging trends in 
science, technology and business and how they are shaping our future. 
Subscribe to Scientific American and discover tomorrow, today. 


How 1o Save S 


How caffeine wakes you up 


The everyday world is full of fascinating phenomena that most of How cloning works 


us take for granted; cells dividing, snowflakes falling, CDs akas How black holes are formed 
playing, goose bumps forming, cereal popping and stomach St 7 How detergents clean your laundry 
growling. HOW IT HAPPENS is a step-by-step guide to more than ; e How fish breathe 

500 of these everyday processes. Providing just enough technical How Swiss cheese gets its holes 
detail to inform readers without overwhelming them, this book 


satisfies — and inspires - a wonder of the way the world works. How a global positioning system works 


How polyester is made 
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Please start my subscription to SCIENTIFIC AMERICAN India for the term l've indicated below. 


O 3 Years (36 Issues) at Rs. 65/issue - Total Rs. 2,340/- (Save 35%). Plus my FREE book ‘How it Happens’. 
O 2 Years (24 Issues) at Rs. 75/issue - Total Rs. 1,800/- (Save 25%). Plus my FREE book 'How it Happens. 
O 1 Year (12 Issues) at Rs. 80/issue - Total Rs. 960/- (Save 20%). Plus my FREE book ‘How it Happens’. 
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“an Buy In India 


Ethe big-name aüto'abels now have a presence 
fapputmany more still don't. If you have the 
money afd the inclination, you can drive across to 
your neighbourhood dealer and pick up any or all 
of the following. siiVanci misra 














Maybach 57 & 
Maybach 62 


THE MAYBACH 57 AND THE MAYBACH 62 WERE THE FIRST 
models to be launched after the brand's revival 
by DaimlerChrysler in 2003 because it felt 
there was demand for ultra-luxurious cars. 
Relaunched as a direct challenge to the Rolls 
Royce, till then considered the last word in 
automotive luxury, the 57 is meant for the 
ultra-rich driving enthusiast, while the 62 vari- 
ant is for those who like to be chauffeured. 


e it has a 6.0 L version of the V12 engine 
manufactured by Mercedes-AMG. 

€ Power output is 604 hp (450 kW) and 738 
ft-Ibf (1000 N-m), providing a sub-5 second 
sprint to 100 kmph and can go up to 250 kmph. 
e The Maybach 62 has fully-reclining rear 
seats much like fully-flat business class seats on 
airlines, four-zone climate control, and a 
refrigerator compartment; the 57 has a driver's 
seat with an inbuilt massager. 

e The cars can virtually drive themselves and in 
case something does go wrong there is a but- 
ton to summon help; no matter where in the 
world you are, a team of Maybach engineers 
will reach you in 24 hours. 


PRICE: Rs 5 crore, ex-showroom, Mumbai/Delhi 
AVAILABLE AT: On order from select 
Mercedes outlets. 





Rolls Royce Phantom 


AS. 


DRIVEN BY MAHARAJAS SINCE TIME IMMEMORIAL, THE 
Rolls Royce Phantom is a design without com- 
promise, and a product of complete creative 
and engineering freedom. The design team 
started with a clean sheet of paper, with but 
one objective in mind: to conceive and build 
the best car in the world. Strikingly modern 
and immaculately proportioned, the Phantom 
combines its compelling presence with a 
beauty and authority that are timeless and un- 
mistakably Rolls Royce. 


® Pioneering direct petrol injection. 

e Run-flat tyres with PAX tyre systems. 

6 Six-speed automatic transmission. 

e Theatre configuration and bluetooth 
telephone system. 

® Clam-shell, self-closing doors and 
sheepskin floor mats. 

@ Its impressive V12 incorporates the most so- 
phisticated engine, with a class-leading, low- 
end torque—75 per cent of its 720 Nm/531 Ib. 
ft maximum is available at 1000 rpm. 


PRICE: Approximately Rs 3.5 crore, ex-show- 
room, Mumbai 

AVAILABLE AT: Rolls Royce showroom, 
Atria Mall, Worli, Mumbai 
















Bentley Arnage RL 


THE BENTLEY ARNAGE WAS LAUNCHED IN THE SPRING OF 1998 
and was followed in late 1999 by the Arnage Red 
Label (RL). Bentley is marking 60 years of production 
at its Crewe (UK) factory with a special Diamond 
Series Arnage. Only 60 cars will be made, mostly for 
the United States market, with diamond wood in- 
lays, diamond quilted leather seats, a stainless steel 
front bumper, special 19-inch alloy wheels, and 
Union Jack badges on the front wings. 


> @ 6.75L V8 engine, 16 
valve, 

400 hp @ 4000 rpm, 
top speed: 170 mph. 
e Two 13.1-inch TV 
and DVD screens, 

one with each seat 
back, fed from a six- 
DVD stacker in the 
boot. The satellite 
navigation screen in 
the front also receives 
the television and DVD 
images, but only when 

E the car 
DW? is stationary. 
® Computer system with 1GHz 

Pentium processor, a 20GB hard drive, USB ports, 
an infra-red keyboard and internet and e-mail fa- 
cilities. Dual-band installations for Nokia mobile 
telephones are included in front and rear. 





PRICE: Rs 2.5 crore, ex-showroom, Delhi, 
options extra 
AVAILABLE AT: Hotel Ashoka, New Delhi 
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Bentley Continental Flying Spur 


NOT AS OSTENTATIOUS AS THE MORE EXPENSIVE AND EXPANSIVE ARNAGE, 
the Continental Flying Spur is still an impressive piece of 
machinery. With a top speed of 195 mph (314 kmph), it is the 
fastest 4-door sedan in the world and does this speed in 
incredibly opulent interior luxury. 


€ Twin turbo 6.0-litre W12 engine that generates 552 horse- 
power. 

e 60 mph (97 kmph) in less than 5 seconds and 100 mph (160 
kmph) in just over 11 seconds (in a luxury sedan weighing 
over 2.5 tonne!), 

@ All-wheel drive system (for the first time in a Bentley) 

e More than 11 leather hides are used to make the complete 
upholstery set for the Continental Flying Spur. 

6 Front seats can be adjusted in 16 different ways and 
includes heating, cooling and massaging mechanisms. Rear- 
seat passengers have plenty of legroom, and the temperature 
can be adjusted independently for each seat. 


PRICE: Rs 2 crore, ex-showroom, Delhi 
AVAILABLE AT: Hotel Ashoka, New Delhi 


Mercedes Benz 
SL65 AMG 


SL STANDS FOR SPORT LIGHT. THE FIRST SL CLASS CAR 
was made in 1954; it became famous as 
the 300SL Gullwing, because its passenger 
doors opened upwards and resembled 
the wings of gulls. It might be rare and 
exotic—well, Mercedes does sell close to 
10,000 of them every year—but because 
of its impeccable engineering this is a 
car as comfortable in start-stop traffic as 
it is on the unrestricted autobahn. 


® Powered by twin turbocharged 

6 L (5980 cc) 36-valve V12 engine 

® Power output is 493 hp (367 kW) 

at 5,000 rpm; 0 to 100 kmph in 4.7 
seconds; top speed: 250 kmph 
(electronically restricted) 

® Heated and ventilated multi-contour 
seats. 

® Active body control suspension . 


PRICE: Rs 60.72 lakh approximately, 
ex-showroom, Delhi 

AVAILABLE AT: Mercedes showroom 
across the country 





Mercedes Benz $600 


THE MERCEDES-BENZ S-CLASS IS THE COMMON DESCRIPTION FOR THE 
large luxury sedans produced by Mercedes-Benz. The 
name “S-Class” derives from the German word 
"Sonderklasse" which means "special class". For many 
years, the S-Class has been the preferred mode of 
transport for corporate tycoons, military dictators 
and generally anyone who wants to make a state- 
ment—because the S-Class is a statement. 


Features 

e Powered by a 5.5 L (5513 cc) V12 engine 

6 Power output is 380 hp (285 kW) and 391 Ib. ft 
e 0-60 kmph in 5.5 seconds; top speed: 250 kmph. 
e 124.6-inch wheelbase, and it delivers a mileage of 
5 kmlitre in the city. 
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BMW 6 Series 


THE BMW 6 SERIES OF GT COUPES STARTED WITH THE 
E24, launched in August 1976. The E24 was dis- 
continued in 1989, and after a short gap, re- 
placed by the 8 Series (E31). BMW introduced 
an all-new 6-Series (E63) in 2003, filling the hole 
in its line-up left since the end of the 8-Series’ 
production. In 2004, a convertible model (the 
E64) was launched. Soon after its introduc- 
tion,the 645Ci was replaced by the 650i, with a 
larger displacement (4.8 L) and 360hp. 


€ Powered by a 4799 cc 367hp V8 engine. 
€ The range-topping M6 arrived in late 
2005, using the same V10 engine as the M5, 
with 507 PS (373 kW). 

e 0-100 kmph in 5.7 seconds; top speed:250 
kmph. 


PRICE: Rs 65 to 70 lakh approximately, 
ex-showroom, Mumbai and Delhi 
AVAILABLE AT: Select outlets in Mumbai 
and Delhi 


THIS IS THE "ENTRY-LEVEL" LAMBORGHINI, JUST 
below the Murciélago in the pecking 
order. It is also the first car to feature 
the new Lamborghini V10 engine. A 
total of 3,000 Gallardos were built in just 
two years, making it the company's 
most-produced model till date. The sec 
ond-place Diablo took a decade to sell 
2,903 units. 


Features 

® Powered by a 5 litre V10 engine. 
® Power of 272 kW (500 bhp) and 
510 Nm torque. 

® 0-100 kmph in 4.2 seconds; top 
speed: 309 kmph. 

® Three highly customised special 
editions, the Spyder, SE and Nera, 
that have been described by auto 
experts as practically different cars, 
as they have been so highly modified. 


PRICE: Rs 1.85 crore, ex-showroom, 
Delhi 

AVAILABLE AT: Hotel Ashoka, 
New Delhi 
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complete Spiritual why 
experience 


cs prarthana 


cR opa bhana 


Series composed by 


Pandit 
Shiv Kumar Sharma 
Hariprasad Chaurasia 


composed by 


ANDIT SHIV KUMAR SHARMA PANIIT: SHTV. RUN JA SHARMA z 


rarthana is a series of ten 2 CD albums. Each double CD album has all the essential chants 

nd mantras for daily offering. This includes Gayatri, Kavach, Stotras, Chalisa, Namavali, 
arti, Kshama Prarthana and much more. Every double CD album in this series of 10 albums 
dedicated to one deity alone and covers all aspects of a daily prayer. 
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CDs & Cassettes available 
Visit us at www.music-toda Orr 





Audi Q7 4.2 
Quattro 


THE AUDI A8 IS ONE OF THE FIRST 
luxury sports limousines to em- 
body both sportiness and ele- 
gance. The Quattro’s adaptive 
air suspension enhances both 
driving and riding pleasure 
even on uneven topography. 


@ 4172 cc V8 engine with 


fully electronic accelerator. 
6 6 speed dynamic shift 
programme and sports 
programme transmission. 

6 Top speed: 280 kmph; 
0-100 kmph in 6.4 seconds. 
6 Comes with 14, yes, 14 Bose 
speakers, Bluetooth-based 
navigational system, sunroof 
and electrically operated 
rear seats. 


PRICE: Rs 1.5 crore, 
ex-showroom, Delhi 
AVAILABLE AT: Euro Motors, 
Delhi 





BMW 750 


THE BMW 7 SERIES IS A FULL-SIZE LUXURY CAR MADE BY BMW AND 
replaced the New 6 model in 1977. It is BMW's flagship 
car and is only available as a sedan. The 7 Series was 
refreshed for 2006 with tweaked front and rear 
styling and a larger, more powerful V8 engine. 


Features 

e Powered by a 4.8 L petrol V8 engine. 

6 Power output is 270 kW (367 bhp) and 361 Ib-ft. 
6 0-60 kmph in 5.9 seconds; top speed: 250 kmph. 
6 "Active" seat continuous passive motion technol- 
ogy with heated and ventilated seats for driver and 
front passenger. 


PRICE: Rs 1 crore, ex-showroom, Mumbai/Delhi : - 
AVAILABLE AT: Select outlets in Mumbai and ; [UN —— 
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AUX 


ADDITIONAL REPORTING BY SWAPNA BENJAMIN 
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Subros Plant at Manesar Inaugurated 


ubros recently commissioned its new state-of the-art facility 
Se manufacturing automotive air-conditioning systems in 
collaboration with Denso Corporation, Japan, a world leader 

in this field. This is a step forward towards customer satisfaction, as 
the Plant is dedicated to cater to the needs of Maruti Udyog 
Limited. It has a capacity of 750,000 units/year, going up to one 
million. The chief minister of Haryana, 
Shri Bhupinder Singh Hooda, 
inaugurated the plant. 

Subros was established in 1985 as a 
joint venture between Subros, Denso 
and Suzuki Motor Corporation, Japan. ———— 
Today  Subros is the largest 
manufacturer for auto air-conditioning 
systems in India, and has reached a 
capacity of 7.5 lakh units per annum. Subros plans to increase the 
capacity to one million in a year's time. 

Subros products are known for their quality and reliability and 
M with the support of its joint venture partner, Denso the company is 
l now the technology leader in India. 


Whirlpool of Desire 


world is an ocean and water is our life. Combining the best 
of both worlds-the luxurious world and the world of serene 
waves, Roka Bathing Luxury brings to you an ultimate bathing 

experience, a Bath Tub that serves it all. 

From giving your body, a soothing and sensual massages to giving 
your eyes a visual treat. Satiating your mind, body and 
soul in blue whirlpool at desirable temperature, water 
caressing your senses and relieving you from distresses of 
daily life. 

Roka's Jacuzzi Bath Tub is the most ideal way to please 
your self. It combines your comfort with fun and lets you 
relax to the utmost extent. One can feel entertained and 
spoil oneself. You spin swim, swirl, it would provide you 
enormous amount of pleasure and comfort. It pampers 
you to the hilt. 

Its Jacuzzi Feature transforms you in to another 
world. A world of luxury and lavishness. Watch TV, Listen 
to Music while surrendering your self to its magnificence. 
The inbuilt music system makes bathing rhythmic and 





Subres 


AVIO AwWCONMmDITIONNG SYETE ws 


Subros has India's only fully operational product development and | 
R&D center at Noida for designing, development, testing and 
validation of air conditioning systems and components. Some of the 
salient facilities sporting the latest technology include Environment 
Test Chamber-Wind Tunnel, System Calorimeter and vibration | 
testing machines. Subros follows the latest manufacturing practices 
like Kaizen, Quality Circles, TPM and ] 
TOM, at various levels in the company. | 
This has resulted in improving the 
quality, productivity cost- 
effectiveness to — satisfy the | 
requirements of the customers. The 
customers and external agencies have 
well recognized all these efforts in the 
form of various awards for delivery, 


and 


quality and technology. * 

With this opening of Manesar plant a new chapter unfolds itself B 
in the ever-evolving history of the company. Subros is geared up to 
take-up the challenges of the fast growing automotive industry in 
India. 

















Just program it and let loose your self! 
Roka endeavors to meet the different requirements by providing 


the best in bathing equipment, the world over. 


"Come bathe in the heavenly abode"! 
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Speed Adventures 





Adventures 





Did you know that you could actually fly a MiG 25 fighter jet, blast down rivers in New 
Zealand in jet boats and vroom off in an F1 racing car? Here's how you can travel faster 
than you've ever done before—even faster than the speed of sound. kUsHAN MITRA 





ECK, IT ISN’T AS FAST AS FLYING AT MACH 2, BUT 
H going down a river at close to 100 kmph 
can feel a whole lot scarier, especially if the 
boat is riding on water that is only a couple of 
feet deep. New Zealanders have perfected the 
art of jet boating, using flat-bottomed boats 
with a jet-turbine engine behind it. There are 
various packages available and if you want to 
scare your entire board of directors, they 
make boats that big as well. Average rides 
cost around NZ$100 (Rs 3,109) and last around 
a half-hour, but the fear stays with you for 
quite some time. 

There are lots of private operators who 
operate jet boats on New Zealand's many 
rivers and your hotel should be able to assist 
you. For more, visit Tourism New Zealand's site 
at A www.newzealand.com/travel 





HOW MUCH: $70.3 (Rs 3,109) for half an hour 
WHERE: New Zealand 
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S. ADVENTURES 
offers you a ride 
strapped on a Soyuz 
rocket and a week- 
long trip to the 
International Space 
Station a hundred 
kilometres above the 
surface of the earth. 
All for $20 million 

(Rs 90 crore). For an 
additional $15 million 
(Rs 67.5 crore) you can 
extend your trip and 
conduct ” Extra- 
Vehicular Activity” 
(EVA), the technical 
term for a spacewalk. 
It is expensive, but 
these guys are fully 
booked for the next 
few years since only 
two people can trave! 
every year! But that 
should not stop you 
from contacting these 
guys for the ultimate 
speed thrill of travel- 
ling at over 5,000 
kmph at liftoff! Five 
people have already 
gone to space, starting 
with American multi- 
millionaire Dennis Tito 
Not for the faint of 
heart or the weak of 
flesh—literally—this 
trip requires you to be 
in excellent physical 
condition. 


/* For more informa- 
tion, visit www.spaceac 
ventures.com 


HOW MUCH: 
$20 million 
(Rs 90 crore) 
WHERE: 

Outer space 





GS FORMULA 1 GIVES YOU THE CHANCE TO DRIVE A 

Formula 1 car—and you can choose between a va- 
riety of F1 cars from the mid-80s to the late-90s, from 
the Arrows, Jordan and Prost teams, all in their orig- 
inal colours. The day-long course, which costs €3,000, 
gives you the opportunity to choose from three cir- 
cuits, their own Circuit du Var and Paul Ricard in 
France or at the Barcelona F1 Circuit in Spain. Not 
only do you get to drive an F1 car, you also get to drive 


mnh in an experimental iet-enaine car 


an Opel-wheel car in the morning and are given full in- 
structions by a team on how to drive an F1 car. The 
course isn't cheap, but it gets booked early; if you want 
a chance to race in the Summer of 2007, make your 
bookings now. 


For more information visit www.agsformule1.com 


HOW MUCH: $3,947 (Rs 1.78 lakh) 
WHERE: France, UK, Spain 


Andy Green, who clocked 76.06 





















E ALL KNOW THAT MIKHAIL GORBACHEV'S PERESTROIKA 
bankrupted the Soviet Union and led to its 
eventual break-up. But the fall of the Berlin Wall 
and the subsequent collapse of the Soviet Union 
have meant that the Russian Air Force is hard-up 
for cash. So, to generate some money, it offers to 
take you supersonic in a MiG or Sukhoi fighter for 
. a not inconsiderable amount of money at the 
Zhukovsky Airbase outside Moscow. You can fly in 
a MiG-25 Trisonic fighter (the fastest fighter jet pro- 
duced by the Soviets) for $17,500 (Rs 7,87,500) 
just for a one-hour flight. You can fly a MiG-29 for 
around $11,500 (Rs 5,17,500) and a Sukhoi Su-27 for 
around $14,500 (Rs 6,52,500). The pilots even allow 









3 af = 
you ib tia oe ep tr ol ls for a few m 
prices do not include tre vel, accomi 
the air-sickness bag: you nost def at 
5G. No need to take part in any real onTV; — 
if you always wanted to bln really mt] vd 
you are in decent physical condition, don't think 
about this, just book it. BTW, there's a minimum 
waiting period of 35-40 days. 
Bj You can find out more at www.incredible- 
adventures. com /migs or www.flymig.com or 
www.spaceadventures.com 


HOW MUCH: $11,500-$17,500 (Rs 5.17-7.87 lakh) 
WHERE: Em 
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Remodelled Cars 


Make-up Men 


Want a Ferrari but can't afford one? Don't worry; there are people who can remodel an 
Ambassador to resemble the iconic Italian super Car. PALLAVI SRIVASTAVA & T.V. MAHALINGAM 


HONDA ACCORD 


Widened kit and redesigned front and rear 
bumpers, side skirts, fender flares and grill. 
Gull wing doors. 

Electronic fibreglass split hood. 
18" alloy wheels & 
performance tyres. 
Custom-stitched beige leather 
upholstery. 

Electronic reclining sunroof. 
Audio consoling & 
AV display. 
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Auto Psyche 


RUSH VOHRA STARTED AUTO 

Psyche in 2003 and has re- 
modelled cars like Mitsubishi 
Lancer, Skoda Octavia, Honda City 
and Toyota Corolla, among others. 
“My clients are in the age group of 16-35 
and | get cars from as far as Chennai and 
Nagaland,” he says, adding that he is 
currently working on turning a Mitsubishi 
3000 GT into the fastest car in North 
India, one that will be capable of 
competing with the Ferraris and the 
Lamborghinis of this world. “Anyone who 
enters my shop spends between 
Rs 50,000 and Rs 5 lakh,” he adds. 
Contact details: 503 Phase Ill, Udyog 
Vihar, Gurgaon; Mobile: 98105 18681 


BASE PRICE: Rs 18 lakh 

VALUE ADDITIONS COST: Rs 7 lakh 

TOTAL: Rs 25 lakh 

KEY WORDS: Macho, Futuristic, Distinctively high-tech. 
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e Fibreglass custom-vented hood. 


e Black and red leather custom-stitched seats 
e Hertz 21" subwoofer in custom-fabricated ported box. 


BASE PRICE: Rs 13 lakh 

VALUE ADDITIONS COST: Rs 12 lakh 

TOTAL: Rs 25 lakh 

KEY WORDS: Sleek, Powerful and Smooth 





e Short-throw gear shifter. 

@ Hawk performance brake pads. 

e All-wheel drive. 

e Electronically-adjustable sports seats. 


BASE PRICE: Rs 16 lakh 

VALUE ADDITIONS COST: Rs 20 lakh 
TOTAL: Rs 36 lakh 

KEY WORDS: Performance, Comfort, 
Technology 
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DC Designs 


E GET LOTS OF QUERIES FROM SMALLER 
towns. Customers there want us 
to redesign Indian vehicles to look like 
cars. The younger male crowd wants 
convertibles because of their perceived 
sex appeal; and all of them want low, 
wide cars—that look like Ferraris or 
Lamborghinis. But it's not a very large 
market," says Dilip Chhabria. His target 
customer: "the middle-aged guy who 
wants to refit his car to make it more 
comfortable; after all, he has more 
money than the younger guy". 
Contact details: D.C. Design, Keytuo 
Industrial Compound, Andheri (East), 
Mumbai 400 059; Phone: 022-56952234; 
www.dcdesign.co.in 


Stretched 600 mm mid-section. 
Twin 17” TVs. 

Satellite TVs. 

Touch screen. 

Privacy partition. 


e Front and rear bumpers, side 
skirts and fender flares modified 
to give it a mean-street look. 


BASE PRICE: Rs 1.20 crore 
VALUE ADDITIONS CosT: Rs 40 lakh 


e Partial headlight covers fitted to TOTAL: Rs 1.60 crore — | ! 
KEY WORDS: Majestic, High-tech mobile office 


give car a leaner profile. 
@ 15" wheels and performance tyres. 
e Custom-stitched black leather seats. 
BASE PRICE: Rs 2.5 lakh 
VALUE ADDITIONS Cost: Rs 2 lakh 
TOTAL: Rs 4.5 lakh 
KEY WORDS: Sporty, Spunky and 
Affordable 
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Remodelled Cars 














LAND CRUISER “STORM” 


e Adventure theme. 

e Side roof lighting hoists lights 
up surrounding. 

€ Rear tailgate houses two spare 
wheels. 

@ Shower cubicle and portable toilet. 


BASE PRICE: Rs 45 lakh 

VALUE ADDITIONS COST: Rs 30 lakh 
TOTAL: Rs 75 lakh 

KEY WORDS: Masculine, Innovative, 
Modern. 


SUZUKI SWIFT "MINUTE" 


€ Shortened wheel base. 

e Converted into a two-seater. 
@ Pearle scent paint. 

e LED lights 18" wheels. 


BASE PRICE: About Rs 4-5 lakh 
VALUE ADDITIONS COST: Rs 17 lakh 
TOTAL: Rs 22 lakh 

KEY WORDS: Sporty, Young, Brash, 
Confident. 
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VOLVO PEGASUS 


@ 12 metre "1st Class" cabin with 
180 degree reclining seats. 

€ Computer with 21" monitor. 

e Fridge, satellite video system in 
each cubical. 

€ Lounge at rear with dining 
space, library. 

€ Vacuum toilet system and pantry. 

BASE PRICE: Rs 70 lakh 

DC VALUE ADDITIONS COST: Rs 1.30 crore 

TOTAL: Rs 2 crore 

KEY WORDS: Inspired by Air Force One, 

Swish, Comfort, Technology 
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Why I Love 
and Admire 
Michael 





Schumacher = 


RECENT AD ON TV COMPARED DRIVERS OF FORMULA 1 CARS 
Az pilots of fighter aircraft; it pointed out that a 
Formula 1 driver endured G forces for much longer 
durations than a fighter pilot. 
| admire both fighter pilots and F1 drivers. Some of the 
best memories and experiences in my life are about en- 
counters and meetings with fighter pilots and racing car driv- 
ers. Coming from an Air Force family as | do, | have met some 
stellar fighter pilots who rank up there among the fittest, 
brightest and gutsiest people | have met. Still, | rank my chats 
with Michael Schumacher, the greatest sportsman that 
Formula 1 has seen and, | will venture to say, will ever see, 
as one of my most satisfying encounters. 
The first time | met Schumacher was at my first Formula 
1 experience ever—the Malaysian Grand Prix of 2000. | met 
him before the race at the Ferrari Box at the Paddock Club 
when a lady from the Ferrari hospitality team introduced us. 
For the first time in my life (at least in recent memory), | was 
tongue-tied and at a loss for words. | am sure | 
made a “spectacular” impres- 
sion on the great man that day! 
| met him later after the race 
(which he won in typical domi- 
nant Schumacher/Ferrari style 
that was to be commonplace 
over the next few years till the 
new rules in 2005) when | man- 
aged to speak a few words more 
than in the morning. He was a 
modest, shy man whose greatness 
and performance became obvi- 












DEEPAK G. PAWAR 


ous when he got into his Rossa Ferrari on a race day. From 
that day on, | was hooked to the unmistakable howl of the 
Ferrari engine and the great man who steered this red 
prancing horse to victory almost every weekend. 

Every one of my experiences with Schumacher, the 
Ferrari team and Formula thus far (except the 2005 season, 
of course!) have been great. Up there, ranked as the best 
amongst the best, are the two days | spent hanging out with 
the Ferrari team in its pit in Monza on 
qualifiers and race day in 2004. The at- 
mosphere in the Monza pit is without 
doubt the best a Formula 1 fan can 
ever experience. 

Schumacher started my love af- 
fair with Formula 1 and Ferrari and | 
am, arguably, one of the biggest, 
loudest and fiercest fans of the 
Scuderia Ferrari team, Michael 
Schumacher and all things that the 
factory in Maranello produces. | 
have become an avid collector of 
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all things Ferrari and Schumacher. | have 
collected three original driving overalls of 
Schumacher's World Championship sea- 
sons of 2000, 2002 and 2004. | have two 
of his driving helmets, two original steer- 
ing wheels, his used driving shoes and 
gloves from three different races, two 
nose cones of his 2000 and 2003 cars, 
etc, etc. | can still smell the burnt oil from 
Schumi's car engine in the first F1 race 
that | ever saw (Malaysia 2000)! But the 
most important piece in my collection is 
priceless—it is a picture of me and him 
taken in Silverstone 2003 which he signed 
for me; it says “To my friend Rajeev from 
Michael Schumacher”. 

Ferrari without Schumacher seems 
almost impossible to contemplate. It's al- 
most like taking the prancing horse away 
from Scuderia Ferrari, because bringing 
Schumacher was the best decision Ferrari 
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tor’ : The author's prized pos- 
sessions include Schumacher s driving 
helmets and gloves from different races 
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has made in modern times. He wore 
Ferrari's red colours in Fiorano for the 
first time in 1995 and wore it for the last 
time in Brazil in 2006. During this pe- 
riod, he transformed Ferrari from a "scar- 
let embarrassment" and made it one of 
the defining motor sports brands in the 
world and definitely the most successful 
F1 brand. 

Schumacher, in his last season (2006), 
almost pulled off a miracle—coming 
from behind and giving Team Renault a 
scare. He leaves a career that ranks him 
as one of the greatest ever. "His career 
was a statistical gold rush," the F7 mag- 
azine said. He leaves F1 after having se- 
cured his place amongst the greats like 
(Juan Manuel) Fangio and (Ayrton) 
Senna. For me, F1 is never going to be 
the same without Michael Schumacher in 
Red on race day. B 
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Philips Automotive Lighting is based on the printiples, that prevention is better than 


cure,and that continuous improvement of environment performance, paves the way to 
sustainable development. It is, therefore, natural that we are the first to introduce 
cadmium & lead free Auto Bulbs in the Indian market. We continuously 
strive to prevent air, water and soil pollution, improve resourtB&libroductivity, reduce waste and 
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emissions in our manufacturing and related operations. 
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Fun on the Run 


AY CONFERENCE AND CHANCES ARE THAT ANY EXECUTIVE YOU ARE TALKING TO WILL LET OUT 
a groan. Let's face it, conferences are usually boring and most executives 
consider them a chore that must be got over with. But they needn't be so. 

Planned well, and executed with precision, business conferences can be great 
learning and team-building exercises. 

The (not so new) trend in business conferences, or the curiously named MICE 
(Meetings, Incentives, Conferences and Exhibitions, to give its full form), is to 
add team-building exercises and a fun quotient into them. Result: organisers 
are increasingly looking for exotic destinations and adventure activities to spice 
up conferences as an incentive for executives. 

BT More spoke to companies, tour organisers and others and zeroed in on 
some of the most exotic and interesting conference destinations in the world. 
The brief we gave them was simple: where would you advise clients to hold top 
management conferences if cost was no bar? We got suggestions ranging from 
cruises in Alaska to safaris (and crocodile meat dinners) in South Africa to bungee 
jumping holidays in New Zealand and a lot more. Read about them in Exotica 
is the Name of the Game. So, the next time your boss asks for suggestions about 
the next conference, you'll know exactly what to say. 

One issue that came up while putting this issue together was: how can we 
help executives caught in strange cities or the transit lounges of large airports 
for a few hours make better use of their time. There's actually a lot of interesting 
things you can do, instead of just flipping through magazines or catching up 
on sleep. Turn these pages to find out what. 

The idea behind this issue, as you must have guessed by now, is to help make 
your next conference a fun-filled exercise. 

Cheerio! 
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Some Time to Kill 

Your conference is over, and you find 
yourself in a strange city with a few 
hours to spare. Here are some 
options for you. 








India's Best Convention 
Centres 

Want to host a conference but can't 
decide on the venue? We bring you a 
list of the best that India has to offer. 


Suites that Exude Power 
Presidential suites are about power 
statements. Here's a list of some of the 
best presidential suites in India. 





. Guest column 


Moon B. Shin, MD, LG 
Electronics India. 


; TheWorld's Best Airports 


They are the five best airports 
in the world, according to a 
SkyTrax poll, and offer 
passengers a host of facilities. 


Your Baggage Says it All (3-4 
Does your bag match your f 
status? Here's a listing of the 

world's top baggage brands. 


=> 


Guest Column Ta 
Rajiv Mehta, MD, Puma India. Y 


How to Organise a 
Business Conference 


COVER PHOTOGRAPH BY RITESH SHARMA 


LOCATION COURTESY: HOTEL ITC MAURYA SHERATON, DELHI 


|, | am Pooja, | am buying a home in 


3AUR SIC AU Su 


w^ SECTOR 119 * NOIDA 


because It's 


Hs. 35.95.Lacs^ 
Onwards 


*Launches under IPP (Inaugural Pricing Policy) 
ROUTE MAP TO GAUR GRANDEUR NOIDA 


= From Akshardham 


; Sector 62, 61, 60 
bodies, swimming pool, children pool and pathways, Fortis Hospital —>® 


landscaped theme parks etc. —J) From DND Toll Bridge — Sector 63, 64, 65, 67, 68, 70 


5 | 71, 121 


Metro station at Sector 32 ^ 


Best located project surrounded by green belts & parks 
Land allotted by NOIDA authority 
Hardly 7 k.m. away from proposed Metro Station at Sector 32 


Approx 3.5 acre centralized park area having beautiful water 


Approx 2096 covered & remaining 8096 area open 


Every flat is two side open for better light and air circulation EAM En. 70 M. Wide Road A _70 M. Wide 


Entrance lobby in each tower e Sector 122 
$ E 
2 


Beautifully designed club with modern facilities like reading 
room, café, latest gymnasium, sauna and steam bath, jacuzzi, 
billiards, table tennis, card room and common hall for get 


together 


Sector 72, 73 


FNG EXPRESS HIGH WAY 


Sector 120 


24 hr. water supply through water softening plant & individual 
R.O. Plant for drinking water. 


Housing loan facilities available from UTI, ICICI, HDFC & other 
leading financial institutions 





305, Arunachal Building, 19, Barakhamba Road, Connaught Place, New Delhi-110001, Tel : +91-11-23314126, 23314128, 23314138 | Fax: +91-11-23314126 
Website : www.gaursonsindia.com | Email : customercare@gaursonsindia.com | www.gaurgrandeur.com SMS GAUR to 4545 
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Exotica 


Is the Name of the Game 






















FFICIAL CONFERENCES HAVE A WHOLE NEW DIMENSION TO THEM. TODAY, IT’S 
no longer about a round table meeting at another 5-star hotel, 
but a lot more. London, Paris, New Delhi or New York are 
passe. Globally-minded CEOs are experimenting with exotic 
destinations that are otherwise unexplored territory for most 
travellers. And what's more, today, these exotic destinations 

are as suited for international conferences as any city in the world. Take a look: 


ADDRESS: 3799 Las Vegas Boulevard South 
Las Vegas, Nevada 89109-4340, US 
WEBSITE: http://www.mgmgrand.com 


What's cool about it: Each suite is actually a villa; and each has a priceless art 
collection, tapestries, artifacts, and photographs from all around the world. And 
yes, the "priceless" collection is indeed so: on display are Picasso, Matisse and 
Leger originals. Each villa has a lush courtyard, an Italian-style garden and a 
pool with limestone fountains and antique stone urns. And there's a personal 
butler at hand to pamper you silly. 


How much does it cost: $5,000 (Rs 2,25,000) a night. 


Fun thing to do: Just amble into the casino and try your luck; who knows? 
There may be a million dollars waiting for you. 
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ADDRESS: Taupa, New Zea 
WEBSITE: http://www.huke 


What's cool about it: It | 
Zealand's, indeed, one of: 
best-known holiday and c 
destinations. On offer: the 
gardens with exotic flowe 
pools. Enjoy a game of ter 
weather court. Relax playi 
petanque (a form of bowl 
walk beyond the gates bri 
the spectacular Huka Falls 
you find the time, you car 
4 your conference. 


How much does it cost: 1 
to $1,453 (Rs 65,385) + ta 
per night depending on s 
Fun thing to do: Go bu 
over the Waikato River. 


Fun at work: Bungee jumping 


HUKA LODC 
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BURJ AL-ARAB EN 


Workaholics’ new delight: Dune buggying 





Burj Al-Arab 
ADDRESS: PO Box 74147, Dubai, UAE 
WEBSITE: http://www.burj-al-arab.com 


What's cool about it: It is billed as the 
"world's first seven-star hotel". Built to 
resemble the sail of a dhow, an Arab 
sailing vessel, the Burj Al-Arab effortles- 
sely fuses lavish and luxurious architec- 
tural styles from both the east and the 
west. The hotel boasts 8,000 square me- 
tres of 22-carat gold leaf and 24,000 
square metres of 30 different types of 
marble. This all-suite hotel (it has 202 of 
them), to the best our knowledge, is the 
only one in the world that levies a cover 
charge for just letting you enter. 


How much does it cost: $1,000 
(Rs 45,000) to $28,000 (Rs 12.6 lakh) per 
night. 


Fun things to do: Go conquer the dunes 
in a dune buggy (left), or simply shop 
around Dubai. 
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For dinner: How about crocodile meat? 





ADDRESS: Singita Private Game Reserve, 
Sabi Sand, South Africa 
WEBSITE: http://www.londolozi.com 


What's cool about it: It’s considered the best 
game park in South Africa, and is known for the 
best “Big Five” (lion, leopard, elephant, buffalo and 
rhino) game spotting in the country. And yes, you 
can hold your conference in the afternoon when the 
sun is cruel and outdoor activity is not much fun. 


How much does it cost: ZAR* 3,950-6,800 
(Rs 23,700-40,800) 


Fun thing to do: Feast on roasted crocodile meat 
(picture above) 


*South African rand 
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Sea amusement: Executives enjoying whirlpools 
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Game for life: Try your luck at Hotel Royal 


www.macautourism.gov.mo 


What's cool about it: This lovely city, 
a few kilometres to the west of Hong 
Kong, is fast emerging as the world's 
new gambling capital; in 2006, it over- 
took Las Vegas as the globe's largest 
gambling hot spot. It is also one of 
Asia's leading convention destinations. 
How much does it cost: That 
depends on the hotel you wish to stay, 
the season and your specific require- 
ments. But rates are, by and large, 
resonable and it is possible to get 
excellent hotel rooms for $80-100 

a night. 

Fun things to do: Hit the casinos (pic- 
ture of the one in Hotel Royal left) and 
check out your luck. Alternatively, take 
a 45-minute trip by ferry to the Chinese 
mainland (the attraction: replicas of 
the world's best brands at a tenth of 
their regular price). 


W@RLD-GL Ate MEENFEREN@ES FÆR 5000, 
500 OR JUST 50 DELEGATES. 


Hyderabad International Convention Centre 
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Hyderabad International Convention Centre (HICC) is India's first purpose built and state-of-the-art convention 
facility. It has been conceived and designed with the flexibility to accommodate every type of meeting, whether it is 
for 5,000, 500 or just 50 delegates. HICC compares with the best you can find anywhere in the world in every 


aspect, be it size, facilities, services, technology or management. 
Contact us at: Tel: (+91) 9246 664422, sales@hicc.com, www.hicc.com 











* Located in the heart of Hitec City « 287 rooms 

* Adjacent to Hyderabad International Convention Centre 

* Wireless Connectivity « Biz Floor e Boardroom/Meeting Facilities 

* All-day dining at The Square * Executive Bar * 24-hour Fitness Centre 


———— —E C 


HYDERABAD INTERNATIONAL 
CONVENTION CENTRE 


India («€ oHPention ( apt 


Adjacent to Hitec City, Hyderabad - 500 032 
Andhra Pradesh, India. 


- 


Managed by -4CCOR 





a Uu 


Developed and owned by Cyberabad Convention Centre Private Limited. 
8 joint venture between Emaar Properties, PJSC Dubai and 
Andhra Pradesh Industrial Infrastructure Corporation Limited 
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Exotica 


Living history: At the Isle of Capri 


Legend of the Seas at Kusadasi in Turkey 
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WEBSITE: http://www.royalcaribbean.com 
What's cool about it: For a group of 12 to 15 people, here's a package for a SAILING DATES 


fortnight, in which your conference begins the moment you arrive in Rome. The con- 
ference can be teamed up with several team-building activities as required. 


How much does it cost: Cruise cost per person on a twin-sharing basis ranges 
between $1,699 (Rs 76,455) for cabins and $8,299 (Rs 3,73,455) for suites. The price for 
single occupancy is 200 per cent of single occupancy rates. 


Fun things to do: You can explore the Greek Isles, the historical city of Athens, the 
isle of Capri, and do a whole lot of shopping! And if you do not wish to experiment 
a lot with food, rest assured, Indian food can be made available wherever you wish! 
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The best of Europe: At Stockholm 





SCANDINAVIAN COUNTRIES 


Scenic ports: At Copenhagen 





Scandinavian Countries 


WEBSITE: www.coxandkings.com 


What's cool about it: For a group of 
around 15 people, you can schedule a 
conference that will take you around 
the Scandinavian countries by ship! 


How much does it cost: Rs 1,35,000 + 
€1,866 (Rs 1,06,362) per person on a 
twin-sharing basis. Tour costs include 
return business class airfare. 


Fun things to do: You can go on sight- 
seeing trips to places like Hadeland 
Glass Factory, Amalienborg Palace, 
Christiansborg Palace (seat of the Danish 
Parliament), Hans Christian Andersen's 
statue, Gefion Fountain, the old har- 
bour of Nyhavn, or simply walk down 
Stroget, the popular pedestrian shop- 
ping street, or maybe take a canal tour. 
The conference, in case you've forgotten 
about it, can be scheduled for two days 
in a hotel at Stockholm. m 





MICE es i 


Jectings, incentives, Conferences & Exhibitions 
No one understands MICE like we do | 
CD CND CO 


Your search for the 
best in MICE ends here... 


CA) Gef" DD 


Discover an unforgettable travel experience with Cox & Kings for your 





Meetings, Incentives, Conferences, Exhibitions, Events, Family off sites and 
Team outings. Our global and national network provides you with complete 
information of the destination, specific meeting requirement and to all the 
conference and entertainment needs. The experienced and professional 
team understands your MICE requirement and works towards making your 
event hassle free. From suggesting and selecting a right destination, an apt 
venue from the wide range of hotels, palaces and resorts well equipped with 
state - of - art facilities that turn your event into a pleasurable experience, 
our MICE team listens, plans, conceptualizes and implements your 
thoughts while strengthening the same with value adds and new ideas thus 
creating the right environment for the success of your meeting in the most 
cost effective way. That's why Cox & Kings is a widely acknowledged travel 
and tour operator and winner of many National Tourism Awards for their 


contribution to the MICE business. 


THE COX & KINGS MICE ADVANTAGE 


* Planning the event * Venue selection + Accommodation from budget to luxury hotels « Travel - ground and air including transport 
management + Assistance at venue + Plan and execute day program and evening entertainment * Cost effectiveness & value for money 
* Financial and budgetary control * Effective logistic management * Reliable and professionalescorts 








And above all an exclusive Cox & Kings experience... 





Ministry of Tourism, Govt. of India awarded by Galileo Express Travel & awarded by Galileo Express Ministry of Tourism, Govt. of India 
"Best Conference Agency" Tourism Award for last 3 years Travel and Tourism Award "Best Domestic Tour Operator" 


(Ox Kings 


ESTABLISHED 1758 


Email: meetings@coxandkings.com or visit www.coxandkings.com y 
Delhi Office: Indra Palace, H - Block, Connaught Circus, New Delhi 110 001. Tel: +91 11 4129 7926. Fax: +91 11 4151 3822. 


National Tourism Award, | "Best Domestic Tour Operator" | “Best Outbound Tour Operator” National Tourism Award 


H Countdown Celes 





LAWES KENN ETH/CAK/18967/07 








A VY. P A 
X927» M 
Cerne 


BANGALORE Mission Road. 12. Shamarao Compound. Call 22123355, 98861 59999 


BANGALORE Indiranagar, 4000/2A, 100ft. Road, HAL II Stage. Call 2535 7374 
CHENNAI 21 (10), 3rd Street, Wallace Garden, off Khader Nawaz Khan Road. C 
DELHI Call 41530451-2, 98104 70452, 98116 68330, 98101 82032, 29531446 





Lee 


lll nd 


, 


4 b 


B B 


TM 





DELHI - GURGAON 369, CRC Bldg, Sultanpur Cross Road, MG Rd. Call 98108 4/889, 93138 40882. 2680 423] 

HYDERABAD Opp. Sapna Nursing Home, Babukhan Mall, Somagiguda. Call 4003 8055/56. 98499 88055 (ups 
KOLKATA Plot 3, Mirania Gardens. 11F. East Topsia Road. Call 2285 2253/54, 98318 08792 STANLEY] 
MUMBAI Sarjan Plaza, 100, Dr. Annie Besant Road, Worli. Call 2498 8249. 98700 88249 www.stanleyboutique.com | 
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Your conference is over, and you find yourself in a strange city 
with a few hours to spare. Now, if you're the boring sort, you could 
go back to your hotel room and catch some sleep, but if you are 
adventurous (which we hope you are) you can try and explore the 
town you're in. Here are some options for you. «usua mitra 





O uch! It is impossible to suggest any 
one or even two things to do in 
this place—there's just so much to do. 
What you actually end up doing can 
depend on both the amount of time 
you have and where exactly you are, 
because getting to JFK Airport through 
rush-hour traffic can be a drag. 


Art walk: If you do have a little more 
time on hand and like modern art, take 
some time out to go to the 
Guggenheim Museum at 1071 5th 
Avenue (off 89th Street) or the recently 
revamped Museum of Modern Art 
(MoMA) at 11 West 53rd Street, be- 
tween 5th and 6th Avenues. Doing both 
in a single day might be a bit much! 


USS Intrepid: Now, if you are still a 
9-year-old boy at heart, go down to 
the docks and go onboard the USS 
Intrepid. The ship, which is a decom- 
missioned World War Il-era aircraft car- 
rier, has onboard a host of old and new 
military aircraft, including a few MiGs 
and an A-12 (the SR-71 prototype). Next 
to the carrier, there is a barge where 
one of the 14 Concordes rests, and there 
is also the USS Growler, a 1950s-vin- 
tage submarine, close by. 



















Just walk around: Closer downtown, 
there are a host of things to do—from 
going to the top of the Empire State 
Building to just taking a walk around 
Times Square to even visiting the site of 
the World Trade Center. But we advise 
you to take some time off from the 
beaten track and go down to 
Greenwich Village. "The Village" is the 
hub of cultural activity in the city, and 
while some people might find it a bit 
seedy, there are tens of small bars and 
clubs where up-and-coming bands play. 


While away your time at Central Park 


Central Park: If you are in mid-town 
Manhattan, take a walk through Central 
Park. It is quite remarkable that the is- 
land with the most expensive real estate 
in the world has managed to maintain 
such an oasis in the heart of the city. 
You'll be amazed at just how large and 
how immense the Park is; certain sec- 
tions resemble a tropical forest! 


NIIT 


Walk around Times Square 
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MI uch like in New York, there is no 
one thing you can be told to do in 
London (if you head off in search of an 
Indian restaurant, it’s a sign that you are 
a boring sort). But there is more to London 
than that. 


Tate Modern Gallery: If you have some 
time in the city, you should check out the 
new Tate Modern Gallery located on the 
South Bank of the River Thames. This 
stunning conversion of a former power 
plant also has one of the best collections 
of modern art in Europe. 


Imperial War Museum: Another must- 
see museum in London. Make sure you 
see the permanent Holocaust Exhibition 
there. 






















Check out Tate Gallery 


ist walk around: If you want to have 
fun the way the locals (natives?) do, take 
the Underground to Piccadilly Circus and 
make your way to Soho and Chinatown. 
The various lanes here—Berwick Street, 
Wardour Street, Old Compton Street, 
Dean Street—have a host of restaurants 
and bars and off-beat art and music stores. 
This area was once famous as the red- 
light area of the City (remember Jack The 
Ripper?) but is now the place where 
young Londoners come to chill out after 
the day is done! 


Chill out the way young Londoners do 
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Doaba A Trusted name in Car & Coach Rentals 
Offers 
Special Fare to Corporates, Hotels & Group Travellers 


3033 TOURIST 1 





Brand new S-Class Mercedes available in official Black Colour 
A Fleet of brand new Luxury Cars & Coaches 
with all transport solutions under one roof 


We have expertise of five decades for handling Conferences, 
Seminars, Board Meetings, Foreign Delegations, Special Events, 
Exhibitions & Marriage Functions 


DOA3A TOURIST TRANSPORT SERVICE 
~ Recognised by Deptt. of Tourism (Govt. of India) 


CONTACT: JASPAL SINGH 0987 1-979797, 098110 - 64266 
Ph. : 011-65350832, 23016498, 23019802, FAX: 011-24627717, E-mail : doaba@doabacarrental.com, jaspal1234@yahoo.com 
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| Advice 7 


Ride the Paris metro 


pé Getting around Paris, a city 
where people refuse to speak 
English, is not terribly easy. The sub- 
way trains—their Michelin tyres and 
all—might be cramped but they are 
efficient as long as you know where 
you want to go. Now, most people will 
tell you to go to the Louvre. Take it 
from experience; unless you have 
more than a day in hand, don't go 
there because, on a crowded sum- 
mer day, two hours are expended 
just waiting in queue. The same ap- 
plies to the ' if you want 
to go on top. Paris is a city best 
walked around, go down to the 
Champs Elysees and just walk down 
and maybe sit down in a café and 
lounge away time. That's what 
Parisians do! 
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Eiffel Tower: Crowd-puller 
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Paris calling: Just walk around the city 


: If you re- 
alty liked Jim Morrison's music when 
you were younger, it might not be a 
bad idea to go to Pere Lachaise 
Cemetery on the edge of the city (the 
end of Metro Line 2) but take a small 





bit of warning—there are no signs 
telling you how to get there and get- 
ting lost in a cemetery is not a great 
idea. By the way, Morrison's grave is 
the one surrounded by machinegun- 
toting gendarmes. 
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FALL COLLECTION - 06 


WATCHES Mumbai: Skyzone, Phoenix, Tel: 6660 8132; Breach Candy: Tel: 2362 0275/77; Infiniti Mall: Tel: 3254 1043; Bangalore: Infantry Road, Tel: 2532 5577, 
Jayanagar: Tel:413 0711/7557; Chennai: 3rd Phase, Spencer Plaza, Tel: 5214 0036; Raipur: Regeneration Next, Jail Road, Tel: 509 2961. 


NORTH: Delhi — Watches and More Corner @ Samay, Tel: 2511 7400 (Rajouri Garden); Johnson Watch Co, Tel: 5151 7519 (Connaught Place); Something Special, 
Tel: 2461 9201 (Khan Market). EAST: Kolkata- Watches and More Corner @ Rams, Tel: 3058 8885 (Metro Shopping Centre). 


Available at all Shoppers’ Stop, Lifestyle, Westside, Just In Vogue stores and other leading watch outlets. 
For Trade Enquiries, contact: Egana India Pvt Ltd, Tel: 022-2495 5656-60 Fax: 022-2495 5663 E-mail: sales@eganaindia.com Website: www. eganaindia.com 


Brought to you by the House of Pose 
Rus d 
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gain, not exactly the easiest city 

in the world to venture out by 
yourself because no one understands 
a word of what you are saying! 
Going out in Japan can be a massive 
culture shock to any outsider, so the 
trick is not to get taken aback by 
the things you see. 


Sushi: First things first, ask your 
hotel concierge where he has his 
Sushi, because if there is one thing 
they make well in Japan, it’s Sushi. 


Akihabara: If there is something 
else they make well in Japan, it is 
electronics—so, no matter how little 
time you have on your hands, you 
have to go to the Akihabara (Akiba) 
District. This is the spiritual home of 
the Otaku, a group of people with a 
maniacal devotion to new electron- 
ics and anime/magna. Don't worry, 
these people aren't dangerous; they 
are the culture leaders in global elec- 
tronics and are usually years ahead of 
the curve. Much like Japanese school- 
girls, they pretty much define several 
global fashion trends. The rising pop- 
ularity of Akihabara in the recent 
past has seen several new stores, 
bars and restaurants (and impor- 
tantly in Japan—many more Karaoke 
Bars) open up in the district, making 
it a great place to hang out even if 
you don't like electronics (what are 
you? Some kind of freak?) 






A 


Best to hang out at Akihabara Sd AY 


À 


Don't miss Sushi 
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Watch China's incredible progress in Shanghai 


personal experience in this up and 
coming city has taught this writer 
one thing—deny the fact that he is 
from South Asia. The hordes before 
him have left the impression on al- 
most every street vendor that all 
'Indu's' want are fake watches or 
porno DVDs. So what can you do in 
Shanghai if you have a couple of hours 
to spare? 


There are few places in the world 
where you can get such tremendous 
bargains, even though what you end 
up buying is "Chinese Original". The 
place to go is Huaihai Road if you want 
the big brands, but Xiangyang Road is 


where you get the bargains. 


XianTianDi: It is unlikely that you will 
have an evening free in Shanghai, but 
if you do, make sure that you make 
your way down to the fairly new 
nightlife district, XianTianDi. It is not 
cheap, but this is where young Chinese 
executives hang out; so going there 
even for a few drinks is not a bad idea. 


Get the bargains at Xiangyang 
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and: If you don't want a drink, go 
down to the Bund, the historic old 
quarter of Shanghai with buildings 
dating back 90-100 years. The original 
HSBC Building still stands there; look 
over the river onto the Pudong dis- 
trict, a sign of China's incredible 
progress. 
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Seeetee 


he tiny island state almost didn't 
exist half a century ago, so there 
is little in terms of history that you 
can see in Singapore, but the city’s 
| UAM ur ortu ccs m a aa Uam AEL La 2 4 administrators have filled Singapore 
—— | ————— up with a variety of places you can 
E visit to pass your time. Aquafiums, 
bird parks, zoos... they're all there. 
But if you find yourself in Singapore 
with some time to spare, you should 
check out the city's latest addition. 


- ——— 


M uk. — po N B -e 


' S aa =o 
v ?1. e S —— m 
y ETT c 

















Esplanade: The fantastic 
Esplanade— Theatres By the Bay fea- 
tures a spectacular new building 
where the aluminum sunshades cov- 
ering the glass dome give the build- 
ing the look of a local fruit called 
Durian. The Esplanade contains two 
huge halls—one for concerts and 
one for the performing arts. Even if 
you can't catch a performance, 
checking out this incredible building 
will be worth your while. 


Esplanade: Worth a dekko 


Pass your time at an acquarium or zoo in Singapore 
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EXECUTIVE SEATING 








isteel Seating Technologies Pvt. Ltd. 


Linden Street, Austin Town, Bangalore 560 047. INDIA 
transteel.com 


\NGALORE : 080-25562580 * CHENNAI : 044-28236951 * COCHIN : 0484-2354539 
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he second-largest city in the United 

States is also the spiritual home of 
global culture, thanks to the fact that 
most major movie and music studios are 
based here, and thanks also to its most 
famous neighbourhood—Hollywood. 


lollywe Boulevard: Other than the 
sign, which dominates the skyline, one 
has to pay a visit to Hollywood 
Boulevard—one of the most famous 
streets in the world—and not just to see 
the Walk of Fame, but also to check out 
the Kodak Theatre (where the Oscars are 
hosted) and the famous old Grauman's 
Chinese Theatre. The Boulevard has a 
host of posh nightclubs and restaurants 
(which are expensive, mind you!) where 
you might even get to see a A-list celeb. 
LA also has a host of small ethnic areas, 
the most famous being Chinatown, but 
you can also see Little Armenia and Thai 
Town (off Hollywood Boulevard) where 
you can grab a meal. 





Head to Venice Beach 
Pay a visit to Kodak Theatre in Hollywood 


Venice Beach: If you have the time, 
head down to Venice Beach, one of the 
area's most colourful neighbourhoods 
(it has murals, including one of Jim 
Morrison, who was a former resident), 
with some of the most expensive resi- 
dential real estate in the world. 





What does a travel company know about 
motivation and recognition 





ncentive 


At SOTC corporate tours we truly understand that special people need to be cared ina 
special way. Hence our service goes beyond the more than travel aspects of satisfying 


our corporale clients 


We cater exclusively to the need of corporate world by offering travel products for 
meetings, incentives, conference and the events. We believe that the specific 
requirement of our corporate clients is so special that we have dedicated team of trained 
professionals in cities across India. Our turn key approach to your entire travel plan 
includes conceptualization, planning and the execution of the entire tour. Our focus on 


finer detail helps us to deliver the best tour experiences 


sotccorporatetours@kuoniindia.com | www.sotccorporatetours.com 


Destination could range from Europe, Far East, Middle East, Australia, Africa , New 
Zealand to USA , the Maldives, The Bahamas, ever exotic India, the cruise luxury liner or 


exciting destination of your choice, any where in the world 


So whether it is elephant in ball room, breakfast with African lion, rappelling in Arizona or 
an Indian banquet on the scenic lake Lucerne, our staff will facilitate the perfect 


arrangement for you 


We know that we can make a difference... 


that SOTC tour is ultimate reward by the ultimate achiever 


Expect More 
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nless you find yourself in Rio during 

Carnival season (end January-early 
February) when the city just refuses to go 
to sleep, you should plan a bit before 
you get there. 


Beaches: The #1 destinations for tourists 
are the beaches—mainly Copacabana 
and Ipanema, the two biggest beaches, 
but there are other beaches Quebra- 
Mar, Pepe, Pontal, Prainha where you 
can also go. But remember, just because 
the ladies are wearing next to nothing, 
doesn't mean you can stare! 


Statue of Christ: There is more to Rio 
than just beaches; and you must take a 
ride on the aerial tramway up to the 
Statue of Christ on Sugar Loaf Mountain. 
The view of the city and the beaches 
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from up there is incredible. 


Botanical Gardens: You should also 
visit the city's Botanical Gardens which 
are almost two centuries old, and keep 
an eye out for the monkeys! 

COMPILED BY KUSHAN MITRA 
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Don't skip the Botanical Gardens 








Formal conventions. 


Find the perfect backdrop for corporate conventions 


At Goa's enchanting beachside hideaway 


Here, our strategy for unwinding is serious business. 


Vainguinim Beach, Goa. Tel: 0832 245 4545. E-mail: cidadedegoa@cidadedegoa.com Web: www.cidadedegoa.com 


Informal conferences 
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Devi Garh Fort Palace, in the village of Delwara 

commands one the three main passes into the valley of 
Udaipur. Sajja Singh, who hailed from the neighboring state 
of Gujarat, was awarded this strategically significant 
principality, in recognition of his bravery and loyalty to 
Maharana Pratap against the Mughal emperor Akbar, at the 
battle of Haldighati (1576). The actual construction of the fort 
palace started only in the 1760s, under Raghudev Singh Il, 
with further additions being made to the structure by the 
rulers who followed. 

Devi Garh, is ready for visitors after years of restoration 
and rebuilding. The Fort Palace was conceived as a place 
where the past meets the future. This all suite luxury hotel 
comprising of 39 suites takes on the look of modern India, 
with an emphasis on design and detail, using local marbles 
and semi-precious stones. The contemporary design 
showcased within this spectacular heritage property, 
complemented by personalized and intimate service, creates 
a new image for India for the 21st century. 


N estled in the Aravali hills of Rajasthan, the 18th century 


All of the 39 suites at Devi Garh are unique; luxurious and 
beautiful, yet equipped with the most modern facilities to 
make a guest feel totally at home. The premium suite, called 
Devi Garh suite, has a swimming pool and a Jacuzzi, of its 
own. Each suite is embellished with marble and semi- 
precious stones, while the public spaces are designed 
around different metals. Eight tents are also available on 
request from October to March. 

For further enquiry please contact devigarh@ 
deviresorts.com or sales Q deviresorts.com 
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Are you getting 
what you paid for? 


What's the first thing you do when you land abroad? Buy a 


calling card, call home and say you have arrived safely. 


In most cases, you get less than what you pay for. You wonder 
how a card runs out so quickly. You think that the promised ten 
minutes is more like five minutes. And if you ever take the 
trouble to find out, you'll find that there are lots of charges in 


small type you never bother to read. 


Next time you travel abroad, buy a V-tel Card in India, in 
Rupees. Apart from saving you precious foreign currency, you 
get great voice quality, very attractive low call rates and no 
hidden charges. The V-tel card is valid in over 200 countries, so 
if you want to call during a stopover, just head for the nearest 
phone booth. What's more, the remaining value on your card 


does not lapse for six months. 


From now on, stick with V-tel. Its what the smart travelers carry, 
every time they head abroad. You can choose from a suite of 
options like a V-tel Card that is valid in over 200 countries or a 
V-tel Select Card that gives you access to the frequently traveled 


countries. 


V-tel 4 


World's Calling Card 


N 14/4, DLF Phase II, Gurgaon, Haryana -122 002 
Phone: *91 124 4059393 or visit us at www.v-tel.com 
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HYDERABAD INTERNATIONAL 
CONVENTION CENTRE 


Novotel & HICC Complex, P.O. Bag: 
1101, Cyberabad Post Office, 
Hyderabad 500081; Tel.: 040-66134422 


he Hyderabad International 
Convention Centre or HICC opened 


a year ago (in January 2006) in 
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Want to host a conference but can’t decide on 
the venue? We bring you an illustrative list of 
the best that India has to offer. They're classy, 
expensive and efficient; and yes, they all make 
a huge statement about who you are. 


Hyderabad with the Pravasi Bharatiya 
Divas. This convention centre, the largest 
and the first of its kind in South Asia, off- 
ers event organisers a pillar-free hall of 
6,480 sq. mtr that can be partitioned into 
six smaller halls; the undivided hall has a 
seating capacity of 6,500. In addition, this 
purpose-built convention facility offers 
32 break-out rooms across three levels, 
speaker preparation rooms, a VIP lounge, 
reception area, registration desks and 
organisers' offices. 
Other facilities 
& Hydraulic-based seating system 
& Digital congress network 
m WMF coffee machines 
m Mobile operable walls 
& Elevated catwalk facilities 
Maximum capacity: 6,500 
Rates: Has two components (hall rental 
and F&B component). The hall rental is 
Rs 250 per sq. m and the F&B charge is 
Rs 900 per head for lunch and Rs 1,200 per 
head for dinner. 

E. KUMAR SHARMA 


Convention Centres 


ITC HOTEL MAURYA 
SHERATON & TOWERS 
Diplomatic Enclave, New Delhi 
110021; Tel.: 011-26112233 


Probably the first hotel in the National 
Capital Region to realise the impor- 
tance of business meetings and corpo- 
rate events, the ITC Maurya Sheraton is, 
arguably, Delhi's leading hotel for busi- 
ness conferences. The Executive Club 
Lounge provides the ambience of a 
living room, making it ideal for holding 
business discussions. 
Other facilities 
E Dedicated internet access 
= A planners team for each confer- 
ence 
8 Synchronised multi-projector, multi- 
screen audio-visuals 
m Hand-held slide presentation facilities 
E Printing, stationery and delegate kits 
Maximum capacity: 700 
Rates: On request. 

SHIVANGI MISRA 


TAJ PALACE 
Sardar Patel Marg, Diplomatic 
Enclave, New Delhi 110021; Tel.: 
011-26110202 
The Taj Palace Hotel has played host to 
Heads of State and corporate moguls 
from across the world. Built on six acres 
of land in Delhi's Diplomatic Enclave, it 
is a 20-minute drive from the airport. 
Also known as the The Convention 
Centre, it has a special preview hall for 
private screenings of corporate movies 
and two large halls that can accom- 
modate up to 700 delegates. 
Other facilities 
m Thirteen conference/meeting rooms 
that can seat from 40-1,100 in an aud- 
itorium-style arrangement and 
accommodate 2,000 for cocktails and 
receptions 
m A 32,000 sq. ft Convention Centre 
m Video-conferencing facilities in all 
halls 
m High-speed internet in all halls 
Maximum capacity: 2,000 (reception- 
style) and 1,100 (sit down) 


40 BUSINESS TODAY I FEBRUARY-MARCH 2007 



















Rates: Rs 1,400-1,800 per person 
PALLAVI SRIVASTAVA 


THE TAJ MAHAL PALACE & 
TOWER 
Apollo Bunder, Mumbai 400001; 
Tel.: 022-66653187 


India's oldest business hotel offers the 
latest facilities for conducting business 
in privacy and comfort. Located on the 
first floor of the hotel and open 24 
hours, it has been witness to some of 
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the landmark deals struck by the big 
boys of India Inc. It has eight conference 
rooms with capacities of three to 15 
seats, an executive office, a library and 
multiple workstations, a ballroom and 
10 banquet halls. 

Other facilities 

m Worldwide courier service is pro- 
vided at the Business Centre 

= Professionally-trained secretaries are 
available to provide full-time secretar- 
ial services 

m= High-speed broadband and internet 
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® Video-conferencing facilities 

8 Wi-Fi-enabled environment; charges 

of Rs 200 per hour or Rs 600 per day 

apply 

Maximum capacity: 800 (reception- 

style), 300 (sit down) 

Rates: For lunch, it's Rs 1,000 (mini- 

mum) & dinner Rs 1,500 (minimum). 
DEEPTI KHANNA BOSE 


TAJ CONNEMARA 
2 Binny Road, Chennai 600002; Tel.: 
044-66000000 


Taj Connemara offers, arguably, the 
best conference facilities in Chennai. It 
has five conference rooms which have 
seating capacities varying between 20 
and 300. These rooms are equipped 
with screens, podiums, mikes and all 
equipment required for conferences. 
But projectors, LCDs and other audio-vi- 
sual equipment are charged extra. 
Other Facilities 

8 Video conferencing facilities 

E State-of-the-art boardrooms and 
meeting rooms (two meeting rooms 
or board rooms with seating capaci- 
ties of 10 and 6, respectively). Facilities 
provided here include LCDs, television, 
white board, video conferencing and 
Wi-Fi. 

® Entire hotel, including the poolside 
and the public areas, is Wi-Fi-enabled 
Maximum capacity: 700 (reception- 
style) 





Rates: The rooms are free; only the 
food is charged at Rs 650 + tax for a 
non-veg pack and Rs 600 + tax for a 
veg pack. 

NITYA VARADARAJAN 


GRAND HYATT 
Santacruz East, Mumbai 400055; 
Tel.: 022-66761117 


There are five private meeting rooms 
that can seat up to 16 people. On 
offer are computers, colour printers, 
scanners and broadband connectiv- 
ity, as well as confidential secretarial 
services. It also has two boardrooms 
with 42-inch plasma screens and three 
boardrooms with ceiling-mounted 
LCD projectors with dropdown, re- 
cessed projection screens. 
Other facilities 
= Rentals of conference equipment, 
laptops, portable printers and fax 
machines 
= Modern audio-visual connectivity 
= Live broadcast and tele-conferencing 
and video conferencing facilities 
® Wireless broadband connectivity 
Maximum capacity: 1,000 
Rates: These vary. A 16-seater board- 
room will come for Rs 9,500 + taxes for 
four hours and Rs 18,000 + taxes for 
eight hours. An additional fee of Rs 
2,500 + taxes is levied for every extra 
hour. 

DEEPTI KHANNA BOSE 








THE OBEROI 
Dr. Zakir Hussain Marg, New Delhi 


110003; Tel.: 011-24363030 


Touted as one of the best business 
hotels in town, The Oberoi has a ball- 
room, two large conference halls— 
Nilgiri and Connaught—and a state- 
of-the-art business centre which in- 
cludes four two-seater private offices, 
two six-seater conference rooms, three 
12-seater boardrooms and a 16-seater 
boardroom. 
Other facilities 
= Laptops and LCD projector 
= Fixed stage 
8 Movie/slide projector 
= Video beamer 
& Flipchart board 
Maximum capacity: 350 (ballroom) 
Rates: Rs 1,400-2,000 per person 
(lunch) & Rs 1,800-4,000 per person 
(dinner). 

PALLAVI SRIVASTAVA 
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GIREESH G.V. 


THE LEELA PALACE 

23, Airport Road, Bangalore 

560008; Tel.: 080-25211234 

The priciest five-star in India’s tech 

capital offers, perhaps, the widest 

range of options for business confer- 

ences in Bangalore—ranging from a 

20-seater to a sprawling 500-seat Grand 

Ballroom. The hotel has one board- 

room and seven meeting rooms, which 

can accommodate six to 60 people. 

Other Facilities 

*» Projectors, media players, display 

screens, Cameras, microphones and 

audio equipment available on request 

* Internet access 

& Printing and photocopying on site 

= Chef's recommendation even for 

large gatherings 

Maximum capacity: 500 

Rates: These vary; on average, food 

charges are Rs 650 per head for lunch 

and Rs 950 per head for dinner. 
RAHUL SACHITANAND 


[A] RESIDENCY 
41/3, Mahatma Gandhi Road, 
Bangalore 560001; 
Tel.: 080-66604444 
Bangalore's oldest business hotel also 
has the largest-capacity hall (600 peo- 
ple) in the five-star category and is, 
therefore, a huge draw for big events 
such as fashion shows and wine 
launches. It will shortly add two smaller 
meeting rooms (the hotel is in the 
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midst of a long-overdue overhaul; two 

50-100 seat conference rooms are 

under construction). However, with 

just 46 parking spaces in the hotel 

compound, parking can be a real 

headache. 

Other Facilities 

m Wireless internet access 

& Electrical equipment, projectors and 

top-end Bose speakers 

= Variable lighting to change the set- 

ting depending on time of day and 

occasion 

Maximum capacity: 600 

Rates: It charges around Rs 700 per 

head for lunch and Rs 900 for dinner. 
RAHUL SACHITANAND 


ITC SONAR BANGLA 
SHERATON & TOWERS 
1 Halden Avenue, Kolkata 700046; 
Tel.: 033-23454545 





One of the most sought after confer- 
ence destinations in Kolkata, this hotel 
is quite close to the airport; this ensures 
you don't have to get stuck in long 
traffic snarls within the city. It has eight 
meeting rooms—Pala I, Pala Il, Pala Ill, 
Conference Room |, Il, Ill, IV and 
Sunderban. 
Other facilities 
m Internet, secretarial services 
m Video-conferencing 
m A consistent and higher level of pre- 
and post-meeting services 
Maximum capacity: 3,000 
Rates: These vary. Please contact the 
hotel for details. 

RITWIK MUKHERJEE 


YOUR CONFERENCE 


Unsure about the conference due next 
month? Here's what you need to keep 
in mind before you get there. 





m Be clear about your entitlements. Get 
copies of the receipts for your room 
and your travel. This will ensure that 
there are no mix-ups. 


m Make sure you know where the con- 
ference venue is. Most of these events 
take place in big hotels and in confer- 
ence centres that tend to be huge, con- 
fusing buildings. You'll be amazed at 
how much time people can waste just 
walking around the corridors in a hotel 
looking for conference room 3B! 


m You're not just there to attend the 
lectures but also to network. If you're 
not carrying your business cards, you're 
just going to feel foolish, and look 
unprofessional. Make sure you carry 
lots of cards, and don't hoard them. 
They're there to distribute! 


m Make sure you know the dress code 
for each occasion; for example, the 
dress code for a formal dinner will be 
different from that of a team-building 
exercise scheduled the next morning. 
Ask the organisers and your colleagues 
about the dress code and make sure 
that you're carrying appropriate clothes. 


m One thing that is never right for every- 
one is the temperature. Some people 
will find it too cold and others too hot. 
So wear your clothes in layers. If it's cold 
you should be wrapped up cosily, and if 
you feel warm take off the layers. Instead 
of complaining about something that 
nobody can fix, keeping that extra 
jacket can make your life a lot easier. 





| —DOABA TOURIST TRANSPORT SERVICE—] 


was incorporated in 1996 with a view to provide the 

best services in passenger rentals. With a rich 
experience of 47 years, they are committed to providing the 
best services in the industry. An added advantage is that they 
are easily accessible and located in central & prime location 
of New Delhi. 

The present day Doaba Tourist Transport Service has 
evolved from Doaba Taxi Service, started in 1956 by Mr. 
Mohhabat Singh, the grandfather of Mr. Jaspal Singh, one of 
the two partners in the Company. 

Mr. Mohhabat Singh's vision was ably managed by his 
son, Mr. Balwinder Singh in the later years that saw Doaba 
establish itself as one of the best passenger rental services in 
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Recognised by Deptt. of Tourism (Govt. of India) 


[y Tourist Transport Service, a partnership firm, 


New Delhi. Mr. Balwinder Singh invested 35 years in creating 
a presence that came from structured and smooth 
operations. Presently, the Company is managed by Mr. 
Jaspal Singh (S/o. Mr. Balwinder Singh), in partnership with 
Mr. Iqbal Singh. Mr. Iqbal Singh has experience of almost 20 
years in this industry, that adds value to the 13 years of 
experience of Mr. Jaspal Singh. With hard work and a clear 
vision, the entire team is putting in everything to ensure 
world-class operations, prompt maintenance and warm 
customer relations. 

Years of patient building has resulted in a vast range of 
vehicles owned and operated by the Company. The vast fleet 
consists of a range of vehicles from all segments; Small 
Segment, Luxury Segment and Super Specialty Vehicles. As 
a policy, they retire vehicles after 3 years of use. 

Their chauffeurs are well dressed, experienced, educated 
& well behaved. 


[— MICE WITH COX & KINGS— 


requirements of conferences and incentives across all 
segments of the industry. The logistical challenge that 
conferences and incentives throw up is met confidentially by 
trained staff stationed in offices across the entire country. 
Their trusted partners and business associates with whom 
they team up with provide support services that's unparallel. 
They have special Meetings, Incentives, Conferences and 
Events (MICE) division to cater to requirements from across 
the country. That's why they have been consistently winning 

numerous awards for putting up successful MICE events. 
Incentives are all about experiences. India with its 5000 
year-old history is a land steeped in 


Ce & Kings' expertise lies in addressing corporate 





tradition. It offers a 
kaleidoscope of 
experiences that 
will leave you 


speechless. If you 
thought India is 
only about the 
Taj Mahal, think 
again. The 
destination 
provides diverse 


experiences and they change as we move from one part of 
India to another. The only thread that connects them is its 
glorious past. These myriad experiences can be enjoyed 
when a reputed tour operator guides you. Cox & Kings' history 
in the Indian subcontinent is quite old and it has a deep-rooted 
understanding on the various facets of this great country. 

Creating unique incentive themes is what differentiates 
them in this market. Each theme encapsulates a different part 
of the country, a different time, a different expression of 
grandeur, tradition and enjoyment. 

Some of the themes that are part of their repertioire include 
Bollywood Soiree-it captures the essence of India through its 
films where the entire venue is decorated with Indian film 
posters and have singers performing famous Bollywood acts. 

Finally, India is all about grandeur and pomp and Indian 
weddings mirror that. They recreate this for the group and 
guests are either part of the bride's or groom's party. Actors or 
two of the guests can play the part of the bride and the groom. 

Renowned corporates such as HP, Ford, Hyundai and 
CMG have experienced their services, this in itself is a 
testimony that they are preferred partners for the discerning 
corporate and incentive houses in Australia. 

Contact: meetings @coxand kings.com, website www. 
coxandkings.com 
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Presidential suites are 

all about opulence and 
grandeur; they're not mere 
bits of real estate, but 
power statements about 
you having arrived in life. 
Here's a list of some of 

the best presidential 
suites in India. 


MAHARAJA SUITE 
Hotel Leela Palace 


ADDRESS: 23 Airport Road, 
Bangalore 560008 
PHONE: 080-25211234 


Why it's special: The Maharaja 
Suite offers its occupants, who are 
most often top CEOs and visiting 
heads of state, fortress-like 
security. These include bulletproof 
windows, reinforced concrete 
walls, ceilings and floors, closed 
circuit television, intruder alarm 
system and stand-alone telephone 
and emergency generator 
systems. The living room seats 

16 guests, and the dining area 

has its own pantry. 


Area: 3,500 sq. ft 

Number of rooms: 2 

Power guests: Bollywood actor Shah 
Rukh Khan; Russian President Vladimir 
Putin and Portuguese President Anibal 
Cavaco Silva 

Tariff: $3,500 (Rs 1.60 lakh) + 

taxes per night 


RAHUL SACHITANAND 
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PRESIDENTIAL SUITE 
Grand Hyatt 


ADDRESS: Off Western 
Express Highway, Santa 
Cruz (East), Mumbai 
400055 

PHONE: 022-66761234 


Why it's special: Its luxu- 
rious bedroom, separate 
living area, furnished 
balcony, an oversized work 
desk with complimentary 
high speed internet access, 
kitchenette, marble bath 
with jetted spa tub and 
shower and steam rooms 
combine to pamper its oc- 
cupants. Additional facili- 
ties include a concierge 
desk, complimentary wine 
and chocolates and a well- 
stocked private bar. 


Area: 1,800 sq. ft 

Number of rooms: 4 

Power guests: Civil Aviation 
Minister Praful Patel and Finance 
Minister P. Chidambaram 

Tariff: Rs 60,000-90,000 + taxes 
per night 


KAR 





DEEPTI KHANNA BOSE 


SOUMIK 
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GRAND PRESIDENTIAL SUITE, ITC ONE 
ITC Maurya Sheraton 


ADDRESS: Diplomatic Enclave, New Delhi 110021 
PHONE: 011-26112233 


Why it’s special: For one, it's India's most expensive hotel suite. Why? It pro- 
vides you with, among other things, personalised linen and stationery. 
Secondly, the USP of the Grand Presidential Suite is its “manoeuvrability”; if 
you want to hold a board meeting en suite, it can be easily configured to suit 
your purpose! Besides, you are greeted with a bottle of champagne on ar- 
rival; and there’s a personal valet to take care of all your needs. But staying 
here is not about what's on offer. It's about making a power statement— 
about you not only having arrived, but having done so in style. 


Area: Approx. 6,000 sq. ft 
Power guests: King Abdullah of Saudi Arabia; US President George W. Bush & Russian 
President Vladimir Putin 


Tariff: On request 
SHIVANGI MISRA 
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THE KOHINOOR SUITE 
The Oberoi 


ADDRESS: Dr Zakir 
Hussain Marg, 

New Delhi 110003 
PHONE: 011-24363030 


Why it's special: The 
suite is rich and clutter- 
free; this gives it a more 
spacious feel. Done 
chiefly in coffee and 
cream, it has expensive 
art works on the walls, 
while Indian artefacts, 
sculpture and pottery 
complete the contempo- 
rary-ethnic look. The 
walls, floor, ceiling and 
windows are all bullet- 
proof and it has its own 
dedicated security hub 
with closed-circuit 
television. 


Area: 3,600 sq. ft 
No of rooms: 4 
Power guests: The hotel 
declined to reveal names 
Tariff: On request 

SHIVANGI MISRA 
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SCIENTIFIC isi SCIENTIFIC AMERICAN India 


Subscribe Now! Save up to 35% and receive a copy of “How it Happens" FREE! 


AMERICAN India 


The human face ts al a unique Lipping point. 1 3 
create the best of all possible world? 


f. "resi qoi RETI For years, opinion leaders have turned to the pages of Scientific 

yan American to learn about significant ideas, discoveries and inventions 
early; months and years before other media recognized their 
importance. Follow their steps and get a dose of the emerging trends in 
science, technology and business and how they are shaping our future. 
Subscribe to Scientific American and discover tomorrow, today. 


The Population I 
The flew face of 0 


How lo Save 


How caffeine wakes you up 


The everyday world is full of fascinating phenomena that most of How cloning works 


us take for granted; cells dividing, snowflakes falling, CDs E How black holes are formed 
playing, goose bumps forming, cereal popping and stomach cA How detergents clean your laundry 
growling. HOW IT HAPPENS is a step-by-step guide to more than ! How fish breathe 

900 of these everyday processes. Providing just enough technical How Swiss cheese gets its holes 
detail to inform readers without overwhelming them, this book 


satisfies — and inspires — a wonder of the way the world works. How a global positioning system works 


How polyester is made 





^ SUBSCRIPTION INVITATION AND SAVINGS FORM 


: Please start my subscription to SCIENTIFIC AMERICAN India for the term I've indicated below. 


O 3 Years (36 Issues) at Rs. 65/issue - Total Rs. 2,340/- (Save 35%). Plus my FREE book 'How it Happens’. 
O 2 Years (24 Issues) at Rs. 75/issue - Total Rs. 1,800/- (Save 25%). Plus my FREE book 'How it Happens'. 
O 1 Year (12 Issues) at Rs. 80/issue - Total Rs. 960/- (Save 20%). Plus my FREE book 'How it Happens’. 





Name: (Mr./Ms.) E 


Address: O Home CO Office me - I 











Postal Code: .— Tel: (H) : Tel: (00 EO Fax 











Email = - _ - 





Payment Details: 


BT MORE 








O Charge my Credit Card — 7 | ii a | *| | Card No ————— Expiry — — Signature 
Payment Enclosed O Cheque L] DDNo (in favour of Living Media India Limited. For non-Dethi cheques, please add Rs. 10/-) 
Subscription Terms & Conditions: SCIENTIFIC AMERICAN India cover price is Rs. 100/- + Savings are off the cover orice © Special rates. and offer valid in India for a limited time only © Allow 3-4 week for proce gol : 
Neal f "t 3 f Name and address on the reverse ifthe cheg je/DD » All d putes are subject ID The exclusive junsdichión of competent ts and forums im DelhuNew AMERICAN lindia Y 
s conditions apply Wwww.Ssciam.co.in 4 


ela | : = Living Media India Limited, Videocon Tower, 13" Floor 
To subscribe e (11) 2368 484] G (11) 5102 0913 € sciam(Dintoday.com & E-1. Jhandewalan Extension. New Delhi-110 055. 
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TATA JACARANDA SUITE 
Taj West End 


ADDRESS: Race Course 
Road, Bangalore 560001 
PHONE: 080-66605660 


Why it’s special: The 
suite, which is actually a 
bungalow, has a private 
pool and massage corner. 
The residential apartment 
is on the ground floor and 
the private Club Room is 
on the first. The suite 
comes with high-end linen 
and toiletries by Frette 
and Bvigari. 


Area: 4,000 sq. ft 
Number of rooms: 3 
Power guests: Richard Gere; 
Bryan Adams and George Soros 
Tariff: $2,750 (Rs 1.24 lakh) + 
taxes per night 

RAHUL SACHITANAND 





PRESIDENTIAL SUITE 
ITC Sonar Bangla Sheraton & 
Towers 


ADDRESS: 1 Halden Avenue, 
Kolkata 700046 
PHONE: 033-23454545 


Why it’s special: The suite 
offers a panoramic view of the 
large lake across the street; a 
sit-out area attached to the 
master bedroom gives occupants 
a sense of peace and quiet. 
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Area: 2,320 sq. ft 

Number of rooms: 9 

Power guests: Mukesh Ambani, 

Chairman, Reliance Industries; N.R. 

Narayana Murthy, Chairman, Infosys; 

Princess Maha Chakri Sinrindhorn, 

Princess of Thailand and Ustad Zakir 

Hussain, classical musician 

Tariff: Rs 45,000 + taxes per night 
RITWIK MUKHERJEE 
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MAJESTIC INVITING IRANQUII 


JOYFUI MAGICAL POETIC 


SUBLIMI ETERNAI INSPIRING 
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Presidential Suites 





PRESIDENTIAL SUITE 


Taj Coromandel 


ADDRESS: 37, Nungambakkam High Road, Chennai 600034 
PHONE: 044-66002827 


This suite has an aesthetically designed living room with high-end plasma television 
sets, an elegant dining room, a master bedroom, two spacious bathrooms, and an elab- 
orate dressing area with three-way full-length Belgian mirrors. The rooms are deco- 
rated with antique bronze statues; the piece de resistance is a set of two antique chairs 
in the drawing room with embedded camel bones. The suite has an exclusive pantry. 


Area: 1,500 sq. ft 
Number of rooms: 2, excluding pantry 
Power guests: Bill Clinton, Jimmy Carter and his wife Rosalynn; Prince Andrew and Indra Nooyi 


Tariff: Rs 40,000 + 12.5 per cent taxes per night 
NITYA VARADARAJAN 
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NEW ]-n-Ünts LASER MACHINE 










This is the new All-in-Ones(AlO)laser machine 
launched from Panasonic Systems Asia Pacific, 
well-known as systems professional company. 













FLB852CxX is the only Flexible, Upgradable and 
Reliable(FUR) all-in ones machine which other 
competitiors cannot offer this commitment. 

















The main feature is 3-bin flexible sorter which allows users to use three 
trays for three different uses such as fax reception, copying output and 
printout or three different workgroups. When connected to the LAN, user bin 
selection is possible from a networked PC.This is the only machine in the 
market offers this feature at the MRP of Rs. 20,999. 





Along with your expansion of business, FLB852CX is upgradable 
in terms of paper capacity handling(780-sheet) and number of 
users within the local network. You can use it as a network printer 
or network scanner to enable data to be shared by all your staff. 
The bundled software makes it possible to send the faxes directly 
from your desktop(PC-Fax). 







The telephone handset is detached with the 
machine to make it possible to receive incoming 
calls and make outgoing calls. If you feel like 
removing the handset from reducing call abuse, 
Panasonic offers the solution for you. 










Device monitor helps to improve office or home efficiency by 
allowing users to know what is happening of the machine from 
their deskstation. A pop out screen alert will be given to users if 
the machine is having toner low status, no paper in paper 
cassette and documents are not insert properly. 





Separation of toner and drum technology makes the 
cartdridge provide high yield performance in printing 






Customers have the option to buy maintenance kit of or copying. The standard toner cartridge can print or 
paying less than Rs.3000 to extend the life cycle of the copy up to 5,000-sheet based on the ITU-T No. 1 test 
machine after 1 lakh of prints.This will help customers chart 5% coverage which give users original output 


to save capital investment in buying new machine. quality less than Rs.1 per copy. 





Contact: Mr Ajay Sarode, Business Head of AlO, Mumbai. Tel:+919920244454, +912240032301. 
E-mail: A.SARODE @npi.panasonic.co.in Website:http://www.panasonic.com.sg 
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have been associated with LG for over 20 years now and 

have had the good fortune of travelling extensively 

around the globe and experiencing varied and diverse cul- 
tures. Though travelling in cosmopolitan cities is a big part of 
my job, | personally love to visit small cities in whichever part 
of the world | go to. The character of any country can be 
judged by the way people in smaller towns live and be- 
have, since they are the true bearers of any country’s culture. 
My roots are based in a small town in Korea, and, therefore, 
| find relaxation and sanctuary in these places that are off the 
beaten track. 

South East Asia, especially Thailand, is one of my 
favourite countries. Due to the similarity in culture, 
food and language, it feels closest to home. It is also exciting 
to see the pace of development in South East Asia, and its 
progress never ceases to amaze me every time | get a chance 
to visit it. 

During my stint in West Asia, | made it a point to move 
beyond the glamour and glitz of the cities. We have many of- 
fices in West Asia, spanning different countries such as Iran, 
Morocco, Saudi Arabia and the UAE. The people are ex- 
tremely warm and welcoming. Though they are very friendly, 
they have strong principles and values, making it a very 
safe and secure place. 

One of my favourite places, Dubai, is a city of fascinating 
contrasts, offering a distinctive blend of the old and the new. 
It's where East meets West. Despite being a modern, vibrant 
city full of surprises, it has succeeded in conserving its rich cul- 
ture and heritage. As a marketer, it was also an interesting mar- 
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ket to work in. The learnings from there shall guide me forever. 

Then, of course, came the chance to work in India and I 
was really excited to come to a country which has been a mys- 
tery and a dream destination the world over for centuries. 
Having lived here for close to two years now, | have truly 
come to love this country. In all my experiences of different 
countries, | have never seen so many diverse communities liv- 
ing together. Every state in India is like a continent in its own 
right and totally different from even its neighbouring states. 
Even now, while travelling in India, its people continue to 
amaze me with their hospitality. It is also heart-warming to 
see the way culture and tradition form an important part of 
life even today in Indian cities. 

My favourite conference destination in this country is 
undoubtedly Goa. | love the culture of Goa, its friendly peo- 
ple and beautiful beaches. | feel Goa makes a person feel truly 
welcome and is always buzzing with excitement; these make 
even business trips pleasurable. | recently stayed at the 






Marriot Hotel, and | think it truly encompasses the spirit of 
Goa—with a laidback décor and rejuvenating activities on of- 
fer. You also get to see the most breathtaking sunsets and 
stunning sea views from here. The combination of Portuguese 
and Indian architecture, plus a beautiful Mediterranean cli- 
mate make Goa truly a memorable experience. 

| feel fascinated by small towns and villages and try to travel 
as much to up-country towns as possible. It is very fascinating 
to interact with the villagers and get an in-depth knowl- 
edge of the rural psyche. As part of my business sojourns, | have 
travelled to many places across India such as Jorhat, Amritsar, 
Ranchi, etc., to understand their needs and to get a first- 
hand experience of their specific problems and constraints. It 
is these developing markets that throw up the most interesting 
facets of doing business. Understanding the nuances and 
differences here is like figuring out a puzzle. To me, great com- 
panies are not made in boardrooms but by listening to the 
voices in these off-the-beaten-track places. 


The fact that these are also relatively unspoilt and un- 
touched by the tourist hordes adds to their charm and at- 
traction. My visit to the Golden Temple in Amritsar remains 
deeply etched in my mind as the peace and tranquility that 
seemed to encompass the place is breathtaking. | recall be 
ing awestruck by the sheer beauty and majesty of it all. 
One more reason why | liked the city, of course, is because of 


the fact that it has some of the most sumptuous Indian 
cooking that | have had on offer! 

| am looking forward to a very long stint in India and, 
hopefully, while | am here, I'll get to visit many more places 
and see sights which only India can offer. m 


The author is the Managing Director of LG Electronics India 
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or a quarter of a century, the island city's airport has 
-= the standards by which other airports across the 

world are measured. The incredibly simple layout of 
Changi is what has endeared it to passengers. Heck, 
even the smoking rooms are nice and large and not hid- 
den deep underground like in some airports. 


WHAT YOU CAN DO 
Swim: Incredibly, the airport has a swimming pool 
where passengers can go for a swim. 

Shop: Then, the duty-free at Changi is among the 
best in the world and you can go on a shopping binge 
or simply window shop. Incidentally, some people call 
Changi the world's weirdest shopping mall—where 
Boeing 747s and 777s pull up instead of cars. 
Rejuvenate yourself: The international transit area of 
the interconnected Terminals 1 and 2 has internet and 
games facilities, prayer rooms, showers, spas, a gym and 
a hotel; so you can take your pick on how you want to 
while away your time. Various lounge areas are avail- 
able, some of which have children’s play areas or tele- 
visions showing news and movie channels. Changi 
Airport also has severa! business centres located aound 
the airport from where you can catch up on your work. 


™~ 


`a 






























E: 


= 


| ee 


, =o 


Tne 








They are the five best airports in the world, according to a SkyTrax poll of 
7.2 million air travellers across the world. And they offer passengers a host 
of facilities, quite far removed from the regular boarding-transiting- 
lounging that airports are meant to do. Here's a list of all the Interesting 
things you can do while passing through them. KUSHAN MITRA 


COURTESY: ALEO WAN/HONG KONG TOURISM BOARD 


Hong Kong 


he new Chep Lap Kok Airport is a marvel of modern en- 

gineering—the road and the train line leading up to it (you 
can actually check-in downtown and take the high-speed 
train to the airport); the superb design which uses large 
amounts of glass to give the airport an “open” and “large” 
feel; and, most importantly, the spacious and convenient 
check-in area. 


WHAT YOU CAN DO 

Rest in private: The Hong Kong Business Aviation Centre 
(BAC) provides a full range of services; it has a very comfort- 
able passenger lounge where you can wait between or before 
a flight; you can rest in its private rooms and take a shower. 
Get on with work: It has a fully equipped business centre 
where you can hold meetings and conduct business from. 
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Seoul 

Ta 

eoul's Incheon Airport, which opened in 2001, 
has a well-deserved reputation for being one 

of the world's cleanest airports. It is spotless and 
sparkling—a remarkable feat considering the 
size and dimensions of this massive airport which 


handles 30 million passengers annually; this is 
expected to touch 100 million by 2020. 





WHAT YOU CAN DO 

The airport's massive terminal houses close to 
200 shops and restaurants; so, if you shop away 
your foreign exchange or gorge on kimchi or 
other Korean delicacies; you can, of course, order 
Chinese or Continental cuisine, but that would be 
so boring. 





Munich 


ees mega-airports are not gener- 
ally considered nice as people lost in the 
labyrinthine hollows of London's Heathrow, 
or worse still, Paris' Charles De Gaulle, will 
testify. But Munich's relatively new airport 
sets standards for the rest of the continent. 
And it isn't just about insane German effi- 
ciency—Munich has among the world's most 
advanced luggage sorting system. 


WHAT YOU CAN DO 

Order a beer: What's so great about that? 
you may argue; even Delhi and Mumbai air- 
ports have bars, which they do, but Munich 
Airport has its own microbrewery. Yup, they 
brew their own beer at the airport! 

Watch a movie: The airport has a movie 
theatre inside; so you can catch a movie 
while waiting for your flight. 








Osaka 


he original island airport, Kansai is a project that took 20 years to finish and 

as soon as it was, it began to sink! The sinking problem has been addressed; 
and the strength of the airport was evident in 1995 when an earthquake, 
whose epicenter was less than 20 kilometres away, flattened the city of Kobe. 
All that happened at Kansai's dramatic airfoil-shaped terminal was nothing. The 
airport has the world's longest terminal—1.7 km in length. The dramatic shape 
allows air to circulate very efficiently, and the airport operators have put up mo- 
bile sculptures which move with the flowing air all across the terminal. 


WHAT YOU CAN DO 

Kansai has a raft of facilities for the tired traveller—from executive lounges to spas. 
The airport also houses a hotel, which has conference facilities for up to 500 peo- 
ple. It also offers the standard business facilities; the bonus is the great view. Bi 
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Baggage 


You've arrived in life; 
you stay at the 

best hotels and 
fly only first class. 
But does your bag 
match your status? 
Here's a listing B 
of some of the 5 
top baggage i 
brands in 

the world. 


PALLAVI SRIVASTAVA & 
DEEPTI KHANNA BOSE 
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Ham Valentino 


Valentino Double-Handle Satchel 


This Valentino overnight bag comes in three different 
styles—velvet fabric with buffalo leather combination, 
canvas fabric with buffalo leather and vintage tan leather. 
It's an overnight bag in true American craftsmanship, has 
gold hardware, and is lined in signature houndstooth. 
Price: Rs 1,13,000-1,28,000. 






Rolling Briefcase 


Available in black and elephant green 
colours and made in canvas fabric plus 
teflon coating with leather and metal. 

The briefcase even has silk lining 
with Valentino Garavani imprint. 
Price: Rs 1,62,000. 

Available at: Hotel 
Shangri-La, 19 
Ashoka Road, Delhi; 
Telephone: 

(011) 41191919 


endl 


Urban Light Collection 


Fendi Computer Case in calf leather with Zucca 
1. Price: Rs 62,200. 

Fendi suitcase in calf leather with Zucca 

2. Price: Rs 62,200. 

Fendi satchel with wheels in calf leather with 
trolley 

3. Price: Rs 85,400. 

Available at: Hote! Taj Mahal Palace & Tower, 
Apollo Bunder, Mumbai; 

Telephone: (022) 66653187 
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Trussardi 


Trussardi Troller e 
This beige calf leather trolley bag, r 
with two pockets and matching 
straps, has a matt finish and, like 
most Trussardi bags, is available in 
one colour only and comes with 

a bone logo. 

Price: Rs 67,500. 
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Trussardi Porta Scarpe 
Ideal for a short two-to-three day 
business conference, this sturdy 
canvas bag has a leather bottom 
and grip and some smart designer 
at Trussardi even put in a 
compartment at the bottom for 
a couple of pairs of shoes. Called 
the double-compartment bag, 

it offers enough space for your 
formal wear and some less 
formal outfits for a 
casual evening out 
in town. 

Price: Rs 81,630 


Available at: ; 
HotelLeela Palace, í 
23 Airport Road, 
Bangalore; 
Telephone: 
(080) 25211234 





Prada 


Prada Trolley Case 


Bronze Saffiano leather trolley with pull-out 
handle and outside zip pocket. 

Price: $2,095 (Rs 94,275). 

Available at: www.prada.com; Prada Shop, London 
(Knightsbridge), New York, Prada Tokyo, Los Angeles, 





Aigner m 


Urban Light Collection 


These jet black sky-friendly poly- 
ester and canvas bags weigh in 
at around 4-5 kg, depending on 
their size. Features like shoe 
storage sections and an adjustable 
handle help you tote everything 
from toothpaste to stilettos for 
a weekend getaway or a last- 
minute business trip. 

Price: Rs 15,000-99,000 

Available at: Aigner, Grand Hyatt 
Plaza, Vakola, Santacruz (E), 
Mumbai; Telephone: 

(022) 56761234. 

Aigner, Shopping Arcade 2, 
Maurya Sheraton, 

Sardar Patel Marg, Delhi; 
Telephone: (011) 41000261/ 62. 
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GUEST COLUMN | RAJIV MEHTA 


Ways of 
Making 





in the audience of a panel discussion at a conference, 
waiting for someone to say something intelligent, or 
not self-serving, or not mind-numbingly boring. This idea also 
came while listening to someone drone endlessly through 
PowerPoint slides, nodding off, or (in later years) checking 
e-mail, or posting something to my blog, wondering if it had 
to be so mind-numbingly boring. 
Let’s face it: conferences are boring! 
Here are some ideas and views that have helped me 
turn around these boring conferences into interesting 
exchange of views... 


T^ idea for an "unconference" came to me while sitting 


A Fundamental Law 

The sum of the expertise of the people in the audience is 
greater than the sum of expertise of the people on stage. It's 
probably much worse than that. My guess is that if you 
swapped the people on stage with an equal number chosen 
at random from the audience, the new panelists would eff- 
ectively be smarter, because they didn't have the time to get 
nervous, to prepare PowerPoint slides, to make lists of 
things they must remember to say, or have overly grandiose 
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ideas about how much recognition they are getting. In 
other words, putting someone on stage and telling them 
they're boss probably makes them dumber. In any case, it 
surely makes them more boring. 


Turning Things Around 

So then, how do you turn things around so that we can har- 
ness the expertise we just discovered and get a discussion 
moving efficiently and spontaneously without forcing the int- 
eresting conversations into the hallway. | wanted to see if 
there was a way to get the hallway ideas to come back 
into the meeting room. It turns out there is. 

First, you take the people who used to be the audience 
and give them a promotion. They're now participants. Their 
job is to participate, not just to listen and, at the end, ask ques- 
tions. Then, you ask everyone who was on stage to take a seat 
in what used to be the audience. Okay, now you have a 
room full of people; what exactly are they supposed to do? 
Choose a reporter, someone who knows something about the 
topic of discussion (yes, there is a topic, it's not free-form) and 
knows how to ask questions and knit a story together. 

Real reporters are often the best discussion leaders (DLs). 





Put your DL at the front of the room, with a mike in hand. A 
couple of people roam the room with hand-held wireless 
mikes to put in the face of the people who are speaking. No 
one lines up for a mike; think Donahue or Oprah Winfrey. The 
DL's job is to craft a story from the expertise in the room. 
Everyone is a source, about to be interviewed by someone 
who's listening. The DL may actually call on people, so no 
one should get the idea that he can fall asleep or daydream. 
Pay attention, you might be the next speaker! 


Highly Structured 

The DL has been given guidelines in advance—don't let peo- 
ple repeat themselves; if a point has been made, move the dis- 
cussion forward, quickly. No self-serving statements, you're not 
allowed to give a commercial for your product, like so many 
speakers do at conferences. If someone starts to, the discussion 
leader quickly cuts them off. You must speak to the people in 
the room. If you start saying things we don't understand, 
thank you; smile; now let's move on. The discussion leader's res- 
ponsibility is to the story and to the room, like the good rep- 
orter that he or she is. 

I've heard it said that there is no advance prep for an 
"unconference". Not so in my humble opinion; there's lots to 
prepare for. The idea is to fully explore a topic from all angles. 
Every person in the room is responsible, in an ideal "uncon- 
ference", for understanding what's been said before on the 
topic at hand, much as a panelist at an old-style conference 
would be, if they took their job seriously. | always spent a cou- 
ple of hours, at least, on the phone with each discussion 
leader before the unconference. 


There's No Turning Back 
Once you're in, you're spoiled. l've heard it said many times, by 
people who had a real "unconference" experience, that they can 
never sit in a dark room, with their hands folded, waiting for the 
Q&A period, listening to a PowerPoint presenter drone on and 
on, while the heads bob up and down and a dull roar of enth- 
usiastic discussion can be heard in the distance, in the hallway. 
I'm sure there are other structures that work. Basically, 
any way of organising a discussion that involves the minds and 
expertise of all the people in the room will work. We've 
drifted far from the ideal, so it's very easy to improve on the 
normal conference experience. Yet, this year, most of us will go 
to conferences that make minimal use of the experience of the 
people who participate. It's a shame. A big revolution is possible 
here, one as big as the changes that have been brought 
about by blogging and podcasting. It turns out that exactly the 
same principles can be applied to face-to-face conferences, with 
outstanding results. 8 





The author is the Managing Director of Puma India 
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Advice ! 


How lo Organise 
A Business Conference 


It pays to invest time and money on organising a business 
conference. Here, we present a checklist of things you 
must look at while going about the task. suivauai misra 





blood of any executive's career. Hence, arranging a 

conference is as important as the meeting itself. 
Here, we present some of the important things to keep 
in mind while preparing for such events. 


Subject 

Conferences can be of several kinds. The secret behind 
organising a successful conference is to first understand 
what it is meant to achieve and then to chart out a 
proper agenda for it. This may require several internal 
meetings, followed by meetings with outsiders like tour 
organisers, hotels and travel agents. 


uccessful business meetings, they say, are the life 


Exhibitions and Trade Shows 

Some conferences may involve exhibitions or trade 
shows. In such cases, you must ensure that the venue is 
large enough to hold the exhibition and that there is suf- 
ficient space for closed-door or open-forum meetings. 


Technology 

Conferences often need extensive tech support for suc- 
cess. Video conferencing plays a vital role in several con- 
ferences, while some meetings can make do with audio 
conferencing facilities only. Whatever the case, proper 
arrangements must be made in advance. Wi-fi-enabled 
boardrooms, touch screens, centrally-monitored projec- 
tors and screens, lights, laptops, the works, they are all re- 
quired, and so, should be planned for in advance. 


Incentives 


Perhaps one of the easiest ways of incentivising em- : 
ployees while making them work is to organise a business = 
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Jacob’s Creek 


AUSTRALIA’S TOP DROP 


B’S CREEK 


CE E 


“ven the most ordinary moment in life changes into a 
Ihe hner the wine 
cherished the moment. Which is what makes Jacob s Creek 
s top drop, the prelerred choice of wine connoisseurs the 


celebration with a glass of wine more 
Australia 


world over 


Ihe Philosophy 

From vine to the bottled wine, the mission of Jacob's Creek is to 
improve the quality with each vintage. The philosophy ts to offer a 
Iresh, fruity and easy drinking wine that can be consumed without 


years of cellaring. It also offers excellent value and consistency 


Ihe Success Story 

Australia s Number | brand globally, the success story of Jacob's 
Creek wines began with the launch of the Shiraz Cabernet Malbec in 
1976. In 1994, Jacob 's Creek was awarded the Maurice O'Shea award 
lor outstanding contribution to the Australian wine industry 


Jacob s Creek is the official wine supplier to the Wimbledon for more 
than seven years and has prown to become the epitome e quality and 


value 


From the Cellar 
lacob s Creek 
Ihis has 


harvested at their optimal maturity. It has ripe melon citrus flavours 


Reserve Chardonnay 


selected parcels of fruit, with rich, concentrated flavours 


with a solt creaminess from yeast contact and elegant well integrated 


\ Te val L} iden has in eycellent structure wath annd lenoth ol 


flavour and fresh acidity. The foods that best compliment the wine are 
fish, seafood, chicken, duck and pasta 


Jacob's Creek — Reserve Shiraz 

Ihis is a combination of grapes from selected vineyards from the 
premium South Australian wine regions. It is a full-bodied wine, with 
concentrated spicy plum and dark chocolate fruits, finely balanced 
Ihe foods that best - 
compliment the wine are lamb, cheese, duck, chicken and beef 


with supportive cedar and vanilla oak flavours 


Shiraz Rose 
vintaged from Shiraz grapes, sourced from a variety ol 


Jacob s Creek 
This 1s 
Australia s selected grape growing regions. Vibrant pink colour. 
attractive fresh berry aromas and soft spicy flavours are the 
hallmarks of this wine. This wine is an ideal accompaniment 
to pasta, white meats, seafood and poultry 


Jacob's Creek 
Non 
Ihis is a non-vintage sparkling, gaining 


Chardonnay Pinot 


both freshness of fruit flavours and yeast 
complexity from the inclusion of more than 
one vintage during blending 


Jacob's Creek Chardonnay 

Flirtatious and outgoing, this is a fresh crisp 
wine with a soft and creamy texture. It has 
peach melon flavours with a tangy citrus 
that 
hnesses and length with subtle hints of 


component gives the wine great 
toasty oak. The foods that go best with 


the wine are fish, chicken and pasta 


Jacob's Creek Shiraz Cabernet 

Vintaged from premium Shiraz and 
Cabernet and 
skillfully 


medium-bodied red 


Sauvignon grapes 


blended. the wine is a 


wine with ripe 


plum and berry fruit flavours, mellow 
tannins and subtle oak integration 
| 


JACOB'S CREE 
nay OA not Oe 
EASTERN AUSTRALI 


Ihe loods that best compliment the 


wine are red meats. chicken. pasta 
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Advice 


conference for them in exotic locales; in other words, 
allowing them to mix pleasure with business. For most of 
these meetings, one needs to decide whether or not to in- 
clude executives’ spouses and families. Also, the num- 
ber of people or the strength of the group needs to be as- 
certained and a budget worked out. This will determine 
the possible destinations where the meeting can be held. 


Depending on how much you are willing to invest in 
your conference, you could look at either having it in your 
office auditorium (if it has one), at a local conference 
centre, five-star hotel or take that extra step to arrange for 
an outstation trip in India or abroad. If you do decide to 
travel out of station, you must research the destination 
thoroughly and plan out any conducted tours that you 
may want to offer the delegates; also draw up a list of 
good eating joints and shopping venues at these places. 
There are several travel agencies that take charge of all 


your requirements. 
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In case you decide you need to add that zing to the usu- 
ally dull round table conference, you must also ensure that 
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your business partners/executives find it easy to not just get 
to the venue, but get there on time. The best idea would 
be to arrange for transport for everyone so that the entire 
group assembles at one common point and you can take 
them to the venue. This way, you could also throw in a sur- 
prise element of an undisclosed conference venue! 


Once you know the venue, it is of prime importance 
that your business delegates have a comfortable stay 
and take home memories of not just hectic business 
meetings but also of a time well spent. Zeroing in on the 
right accommodation facilities and venues helps you 
make the trip memorable. A word of caution: in case you 
are planning to hold your meeting in some place far- 
away, pay special attention to the menu, particularly if 
you have people who want only a particular kind of 
diet! Not everyone on your team might be game having 
roasted crocodile for dinner. m 
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She thinks youstook 


HYDRA ENERGETIC 


ANTI-FATIGUE 


Signs of fatigue, dull complexion and dark circles? 
Fight back! 


Hydra Energetic Moisturising Lotion with Vitamin C. 


Skin feels revived, 
recharged with energy. 
Healthy look 


24 hr hydration, non-greasy, non-sticky formula 
Used after shaving, it soothes razor burn 









HYDRA 
ENERGETIC 


DAILY ANTHFATIGUE 


Hydra Energetic Eye Cream with Vitamin C. 


Visibly reduces dark circles 
Reduces traces of stress and fatigue 
100% freshness! 


For our expert advice 
on men's skincare e" 
visit www.lorealmen.com | f = ; Al 


'Oréal Paris Men Expert is available at select stores across Indi; 1; 
L'Oreal s Men Expert is available at select stores across India PARiS 


To locate the store nearest to you, or for any advice, ea en e *X D) -— f A 
£f 
call on the toll free number 1800 22 5646 or on 022-2497 2515 or e-mail at advisor@lorealindia.com : t n Po -— !— 
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Watches 
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| Bejewelled 


Wonders 


HADE 


FOR YOUR EYES 


Timeless 


Everyman's (and woman's) 
guide to the best watches 
and accessories 


` 


When the precision is Swiss 


and the personis you, 
only Diamond & Gold will do. 


T2 . 1001 
Rs. 1,06,000/- 


There's nothing quite like wearing Swiss precision. | 
Especially when it is in 18 carat gold, studded with diamonds. | | N | () N |) 


Time captured in sapphire crystal glass. Precious Precision 


And crafted to perfection to adorn your wrist. 


Exclusive gold & diamond watches tor men and women starting at Rs. 35.000/- 


Ahmedabad: The Golden Time (079) 2644 2802 Amritsar: Khurana Jewellers (Central Mall) (0183) 256 0402 Banglore: C. Krishniah Chetty & Sons (Commercial Street) (080) 2558 8731, Rodeo Drive (Richmond Road) 
(080) 22271977 Baroda: C. H. Jewellers (Alkapuri) (0265) 235 2659 Chennai: GRT, New Showroom (Coats Road, N. Usman Road) (044) 2346 1515, Nathella Sampathu Jewellers (Anna Nagar) (044) 2626 7600, Nathella 
Sampathu Jewellers (T. Nagar) (044) 2436 0060, Vummidi Bangaru Jewellers (Anna Salai) (044) 2829 2004 Delhi: Bhola Sons Jewellers (Karol Baugh) (011) 2581 5140, Khanna Jewellers (Karol Baugh) (011) 2875 0293 
Hyderbad: Meena Jewellers (Basheer Bagh) (040) 2341 1166, TBZ The original (040) 2340 0231 Kanpur: Kays Jewels (Birhana Road) (0512) 236 2599, L. Kashinath Seth Jewellers (P) Ltd. (Swaroop Nagar) (0512) 2552 
625 Kochi: Alukkas Jewellers Wedding Centre (High Court Rd.) (0484) 235 0512 Kolkata: Ram's Watches (Metro Shopping Centre) (033) 2288 8882 Lucknow: B. K. Saraf Jewellers (Gole Market) (0522) 325 4849, Jugal 
Kishore Jewellers (Huzrat Ganj) (0522) 228 1836 Ludhiana: Ganpati Jewellers (Mall Road) (0161) 244 4140, Santram Mangatram Jewellers (Ghumar Mandi) (0161) 277 1091 Mumbai: Arena Jewellers (Breach Candy) 
(022) 2368 1122, Arena Jewellers (Ghatkopar) (022) 2512 0202, Pallazzio (Lower Parel) (022) 6660 3060, TBZ The Original (Borivali) (022) 2863 5001 TBZ The Original (Ghatkopar) (022) 2512 5007, TBZ The Original 
(Santacruz) (022) 2605 5003 TBZ The Original (Zaveri Bazar) (022) 2342 5001 Tikamdas Motiram Jewellers (Cuffe Parade) (022) 2218 2122 Nagpur: Dass Jewellers (Shankar Nagar) (0712) 224 8444 Surat: D. 
Khushalbhai Jewellers (Parle Point) (0261) 221 4958, Zaveri & Co. (Ghoddhod Road) (0261) 265 2323 


* For trade inquires please call (022) 2341 0555 or mail at infocotimond.com www.timond.com 
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BATHING LUXURY 


www.rokaindia.com 


Submerge in Luxury or 

Simply appreciate the Style 
Glamourous is the ambience, 
That makes Bathing worthwhile ! 


37 


spocoadv com/btmore 


eo 


1500 x 1500 x 640 mm 


Multifunctional Steam Rooms | Massage Bathtubs | Shower Rooms | Shower Systems | Bathroom Furniture | Bathroom Fittings 


IAS ANZ Corporate Off.: Roma International Pvt. Ltd. C-568, Saraswati Vihar, Main outer ring road, Pitampura, Delhi - 110 034 Tel.: 2703 5377 / 78 Fax : 2703 5379 email : info@rokaindia.com 
f mn hy Roka Decoré, SCO 302, Sector 29, City Centre, Gurgaon Ph.: 0124-4269380 (M)98181 74167 


bw Area Representative : Delhi & NCR , 9818174167 


so 9001 -2000 ELLES Dealers :- Delhi : Shri Ram Ceramics: 011-25938055, Bath & Marbles: 9810145352, Gotu's Bath: 011-41437711, 9818615767, Kanwar Sanitations: 011-20540627, 9312225336, Mumbai: C. Bogilal West End 
022-26719224 Fax:022-26719200, Kolkata: Karnika Sanitaryware: 033-22822429. Chennai : Choudhary Agencies: 044-26681235, 9444016550, Hyderabad: Hanuman Enterprises: 040-24742421, 9885120022, Visakhapatnam: Excel Worid 
0891-2715076, 9885327 155Trivandrum: Modern Agencies : 0471-3018245, 9847068001 Goa: Saglani Enterprises: 227 15207, 22736655, Dehradun: Dehra Sanitary Store: 0135-2624843, 9897636327, Ruderpur: Alankar Bath Assets: 05944- 
246989, 9927177789, Jaipur: Kamal Sales: 0141-2704338, 9829014895, Bhilwara: Pooja Commercial House 01482-221527, 98299065271, Chittorgarh : Shagun: 01472-248508, 9414110270, Dhanbad: Tiles Centre : 0326-2305216, 
b431121387, Chandigarh : Bansal Sanitary Stores : 0172-2734067, 9815012290, Amritsar: Rohit Sanitary Store: 0183-2551782, 9872851782, Jalandhar: Kohinoor Sanitations: 0181-5093737, 9815193243, Ludhiana: AKC: 0161-2300064, 
Shahkot: Duggal Brothers: 01821-260099, 9216660699, Nawanshahar: Ujagar Mal & Co.: 01823-309548, 9814655148, Bhatinda: Bharat Glass House : 0164-2252181, 9814031877, Batala: Berma Bath Collection: 01871-500089, 
b815988000, Patran: Ganpati Marble & Sanitary House: 01764-395213, 9814274868, Sangroor: Laxmi Traders: 01672-232153,9356393553, Jammu: Kundal Lal & Sons: 9303236970 





Timeless Style 


ICK-TOCK, TICK-TOCK, TICK-TOCK—TIME JUST KEEPS MARCHING ON AND THERE'S 

precious little one can do to stop its unpunctuated tread. For most of 

us, it’s just a simplistic function of astronomy guiding the daily sched- 
ules of our lives. But time can, as you will see in this issue of BT More, also 
become a strong statement of style and power dressing. We are talking 
watches—and they have gone much, much beyond their basic function of 
keeping track of time. These are timepieces that are not just worth admir- 
ing but, for the more lascivious, some will say discerning and refined, 
among us, worth drooling over, absolutely and unashamedly. Many of 
these are one-off pieces, which means getting your hands on them or even 
a glimpse in person is tougher than getting a Paris Hilton or Britney Spears 
to stay out of news. 

Of course, power dressing today has come to mean more than just a well- 
cut suit and a fancy timekeeper on the wrist. Today's well-heeled set—and 
that includes members of both sexes—are on a guilt-free self-pampering trip. 
And why not? The economy is on a roll, the moolah's just flowing in; so, 
there's no reason to get the jitters if someone wants to splurge. Style quotients 
include classy shades, writing instruments, wallets, handbags, eau de par- 
fums... the list is endless. Functionality has now become the starting point of 
this journey; the value they add, as an extension of your persona and to your 
social standing, is what makes them such prized possessions. 

First impressions count for a lot, and since you never get a second chance 
here, it pays to know what exactly you want. That's why this issue tells 
you what you need to be spot on in the impressions game the first time—and 
also every time after that. 
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A GUIDE TO WATCHES AND ACCESSORIES 





Ultimate 
Watches 


If you really want to keep 

your time in style, these 

are the little toys you 
p. must own. 





. Honey, I Took Apart 
an Omega 
Curious about what 
goes into making these 
watches so highly 
valued? Well, we were 
too. We asked Omega's 
agents in India to rip apart 
and then re-assemble an 
Omega Seamaster GMT Chronometer 
and actually see for ourselves why an 
Omega is an Omega. 
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Timekeepers of Time 
Time, or rather, its charm, does 
not spare even the rich and the 
powerful. The movers and 
shakers of this world also 
have their quirky preferences 
when it comes to time. 


Timeless Opulence 

A watch does not merely record time. 

Some are a statement of adornment that 

can call more attention to your wrist than 

a 24-carat gold bangle. And while 

some may feel they are a trifle 

overdressy, and overpriced, 

; these watches have their fair 
$2 share of fanatic fans! 


















34 Guest Column 
Michael Foley, Creative 
Head, Foley Designs. 












«ORT ALLURE 


5 


sam 


The Scent of a Man 
A listing of some of the best 
colognes you can buy. 


Men Like Knick Knacks, Too 
It's the little things in life that mark 
you out as a man of refined tastes. 
Here are some that can define 
your sensibilities. 


Nibs for Nobs 
A listing of some of the world's 
best fountain pens. 


Cool Shades 





Sunglasses add class and 
character to your looks. 


Time Out for Ladies 
If men have their toys, women, 
too, can keep time in style. 


| Girls Too Wanna have Fun 


Accessories that's perfect for 
today's trendy woman. 


Scents for the Woman 
A list of the world's most 
sensuous women's scents. 
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They are like works of art; | 
them are handmade and all : 
cost an arm, a leg and som 
but if you really want to ke 
time in style, these are the lit 
you must own (though you n 
it difficult to find too many « 
available for sale). 


DEEPTI KHANNA BOSE, TEJEESH N.S. BEHL AND SHI 


Prices mentioned are internatic 
converted ir 
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Chopardissimo 


WHY IT'S SPECIAL: Where do we begin? It's the 
world's most expensive watch by a fair margin. 
Three heart-shaped diamonds, in pink, blue g 


and white, weighing 15, 12 and 11 carats, É x ri 


respectively, open up like the petals of a 
flower to reveal the face of the watch. F xx 


SPECS: If you ask what's inside, you 
probably can't afford it. And 
remember: it's the only 


piece of its kind. 


MADE IN: Switzerland 


PRICE: $25 million 
(Rs 110 crore) 


PRESENCE IN INDIA: Chopard 
Boutique, The Oberoi, 
Nariman Point, Mumbai; 


Tel: 022-22884757 


WEBSITE: www.chopard.com 


Vacheron | 
Constantin Kallista 


WHY IT'S SPECIAL: Dude, can't you see the 118 dia- 
monds studded across the body of the watch? Besides, 
it took 6,000 hours and over 20 months to craft. 


SPECS: A one-of-a-kind piece, the Vacheron Constantin 
Kallista has been sculpted out of a one kilogramme 
solid gold block and weighs 2.2 pounds. 


MADE IN: Switzerland 
PRICE: $11 million (Rs 48.4 crore) 


PRESENCE IN INDIA: DiA Precious Jewellery Pvt. Ltd., 
ITC Maurya Sheraton Hotel & Towers, New Delhi. 
Tel: 011-41668801/2 


WEBSITE: www.vacheron-constantin.com 
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a person who is mentally agile and self-assured. 


The high crossed t-bar reveals confidence, ambition 


Ius Tings Avi and the ability to plan ahead. 


How you write says a lot about you S H E A^ F F E R 
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The 
he Sheaffer* Prelude* 


egacy* Heritage Sterling Silver Fountain Pen features a detailed interrupted barleycorn pattern on brilliant sterling silver. 
p ; p : 


Ballpoint Pen combines classic design with a comfortable, wider profile for a pleasurable writing experience. Visit www.sheaffer.com 


experience fine writing at: 


ILLIAM PENN m SHOPPERS’ STOP m LIFESTYLE Wm CROSSWORD m CENTRAL 8 LANDMARK 
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Watches 
he Here are some “code 
z =. words” that will keep you 
Blancpain 1 735 =~ 2 abreast of time, literally. 
WHY IT'S SPECIAL: Well, for one, it's | E ruere 
bout as limited as limited editions | A device that rotates back 
4 F P | and forth and keeps the 
go—only one piece is made every year, N | ` movement uniform. 
and the waiting list of hopeful buyers e | E ; 
is said to run to dozens of years. | , NO SS CHRONOGRAPH 
Then, it is also rated as one of the | Ri, Sing, ^r A device that measures 


time through a second 
hand independent of the 
watch's timekeeping. It 
SPECS: It is a true “grand complication”, i rotates one revolution per 
e., it features a tourbillon, minute minute and can be started, 
repeater, perpetual calendar and split stopped and returned to 
chronograph. The ultra-slim, 42 mm zero by the press of a but- 
| ar ne ton on the caseband. 
platinum case is itself a complication, 
and also features a moon-phase minder. CRYSTAI 
The watch has a power reserve of 80 hours. The transparent cover on 


most complicated mechanical 
watches ever made. 










MADE IN: Switzerland the watch face. These are 
made of glass crystal, syn- 
PRICE: $839,000 (Rs 3.7 crore) thetic sapphire or plastic. 


The really good watches 


NEAREST SHOP: Cortina Watch Pte. Ltd, 9 Raffles Boulevard, #01-63 / 64 | 
use sapphire crystal. 


Millenia Walk, Singapore. Tel: 0065-63391728 


WEBSITE: www.blancpain.ch COMPLICATIONS 
Mechanisms that display 


hours, minutes, seconds 
and any other measurable 
parameter like moon 
phase, leap years, etc. The 
higher the number of com- 
plications, the more 


Parmigiani Fleurier Toric Corrector coveted the watch 
Quantiéme Perpétual CAR 

Usually a synthetic rub 
WHY IT'S SPECIAL: This watch features the first mechanical hand-wound used resting ace 


shaped movement, with "Calibre 500" and 30-second tourbillon movement. tion bearing on which the 


Only 400 pieces are made every year. pivots of the movements 
run. Top-end watch mak- 


SPECS: Housed in a transparent “skeleton” casing, it comes with a standard ers usually go for a sap 
leather strap, and has a newly designed oscillator that its phire or a garnet. 
makers claim improves its precision. The watch has a power 


reserve of 8 days. PERPETUAL CALENDAR 


' : a A complication showing 
MADE IN: Switzerland n 3 | & the day of the week, the 


PRICE: $477,000 (Rs 2.1 crore) ^ ' , date, month and correc- 
l : E x tion for a leap year. 
NEAREST SHOP: Yafriro International Pte Ltd, 


des EN 
290, Orchard Road, #18-11/12, Paragon, AN a | TOURBILLON 
PIN ‘ 


Singapore. Tel: 0065-67346161 A device that cancels the 
eic Ip 7 /4 | effect of gravity and 
WEBSITE: www.parmigiani.com / ! : increases the precision of 


the timepiece. It is the 
most complicated part 
of a watch. 
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FEATHERLITE PRODUCTS (P) Ltd. 


#2, Timberyard Layout, Mysore Road, Bangalore 26. Ph: 080 26744047 / 5002 / 2307. Fax: 080 26740449 


Email: sales@featherliteindia.com www.featherliteindia.com 


SHOWROOMS: BANGALORE: 080 22254009, 22203812 / 13 CHENNAI: 044 28232764, 28274785 MUMBAI: 022 24924948, 30946805 NEW DEL HI: O11 51603911, 26277289 PUNE: 020 261210688, 2401281 
IB SECUNDERABAD: 040 27808906, 27802602 GOA; 093250 51361 KOCHI: 0484 2776935, 3781284 MANGALORE: 0824 2440141 VISAKPATNAM: 0891 2530770, 2552047 BEGUSARAI: 06243243265 MYSORE 


095821 2424946 098451 10402 PORT BL AIR: 03192 230652 TINSUKIA 0374 2340591 
PAL: 093031 00055 33073 74842 GURGAON: 998100 99222 f UR: 094315 24053 CHANDIGARH: 093175 47666 


REPRESENTATIVES: TRIVANDRUM: 093494 55501 BHOPAL: 09303 
































Watches 


WHY IT’S SPECIAL: Three watches 
in one— that’s what you get with 
this! While the front has the civil 
time, the back gives the sidereal 
time and the zodiac calendar 
while the carriage has a perpetual 
calendar with a moonphase. 


SPECS: There are 700 different 
parts that go into the making of a 
Reverso Triptyque, which comes in 
a platinum case with a locking 
mechanism to prevent accidental 
turning of the case during the 
date changeover period around 
midnight. It has a power reserve of 
48 hours and is saddled in a hand- 
stitched crocodile leather strap 
with a platinum folding buckle. 


MADE IN: Switzerland 
PRICE: $388,000 (Rs 1.71 crore) 


PRESENCE IN INDIA: Jaeger- 
LeCoultre Boutique, The Oberoi, 
Zakir Hussain Marg, New Delhi 
Tel: 011-24368181 


WEBSITE: www.jaeger- 
lecoultre.com 






Jaeger-Let 
Grande Come 
A Triptyque 
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Patek Philippe Sky Moon 


WHY IT'S SPECIAL: The dial, which depicts the 
night sky of the northern hemisphere, rotates 
counterclockwise. For a mechanical watch, its 
precision is astounding. Its makers claim to have 
sifted through 25'trillión'transmission ratios to 
get the highest degree of precision in all dis- 
plays. For example, the lunar day is accurate to 


within 0.05 seconds per day. 
SPECS: A'self-winder with 301 individually hand 
crafted parts, it comes encased in 
18-carat white gold with a uni 
AY) directional 22-carat gold wind 
ing minirotor. It has a power 
reserve of nearly 48 hours, is 


p / 

e 
water resistant up to 30 m and 
comes with a hand-stitched croco 


\ dile leather strap. 
\\ 
W MADE IN: Switzerland 
PRICE: On request 
m NEAREST SHOP: Geneva 
Master Time Pte Ltd., 501, 
|! Orchard Road—16-01 
if Wheelock Place, Singapore 
My Tel: 0065-67321506 
j WEBSITE: www.patek.com 
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Harry Winston Opus 6 


WHY IT'S SPECIAL: A double tourbillon, it 
comes with three time display counters—one 
each for hours, minutes and seconds. While 
the seconds counter appears at 11 o'clock at 
the second level, the hours and the minutes 
counters are set at a third level at 2 o'clock. Its 
USP lies in its uncluttered visuals, allowing for 
unrestricted access to its mechanism. 


SPECS: It tom-toms its 30 degree double tour- 
billon as a technological innovation, which al- 
lows for the oscillation of the balance in all 
planes, and comes with a power reserve of 72 
hours. Also has a crown guard at 3 o'clock. 


MADE IN: Switzerland 
PRICE: Starting at $476,000 (Rs 2.1 crore) 


PRESENCE IN INDIA: Jot Impex Pvt. Ltd., New 
Delhi. Tel: 011-40519090 


WEBSITE: www.harrywinston.ch 
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SHAMPOOING 


ORPS ET CHEVEUX 
OVER SHAMPOO 
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agrances created in France exclusively for ITC 


u De Toilette Bathing Bar All Over Shampoo Shower Gel Parfums et produits de bain essentiels pour homme & femme 








ESSENZA DI WILLS 


YOUR ESSENCE. YOUR SOUL. 
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eated in France exclusively for ITC N | L | O 


au De Parfum | Body Lotion | Deodorant | Nourishing Cream Parfums et soins essentiels pour homme & femme 














WHY IT'S SPECIAL: Every year, between 1999 and 
2006, Audemars Piguet (AP) made 20 limited edi- 
tion watches that showcased its tradition of ex- 
cellence and precision. That means a total of 160 
watches that even AP considers special. Collectively, 
they form the AP Tradition of Excellence Collection. 


SPECS: These platinum watches feature a hand- 
wound tourbillon chronograph with a 10-day 
power reserve. They have a new linear perpet- 
ual calendar that needs no lubrication (ever) and 





Z 


. a transparent sapphire caseback. 
Omega Skeleton Central Tourbillon ETE RI Des 
: Switzerland 
WHY IT’S SPECIAL: This watch has 800 separate parts, each of them PRICE: $379,000 (Rs 1.67 crore) 
handmade. The world’s only watch with a central tourbillon, it PRESENCE IN INDIA: Kapoor Watch Company, 
comes in a platinum case with a black leather strap, a skeleton dial, South Extension Part 1, New Delhi. Tel: 011- 
platinum bezel. Its hour and minute hands are superimposed on 41345678 


two sapphire discs. The Omega symbol is the seconds hand. WEBSITE: www.audemarspiguet.com 


SPECS: It has a domed, anti-glare, scratch-resistant sapphire crys- 
tal with a push-button foldover clasp and a handy 45-hour power 
reserve. It is water resistant up to 30 m. 


MADE IN: Switzerland 
PRICE: $282,500 (Rs 1.24 crore) 


PRESENCE IN INDIA: Omega Boutique, K Block No. 2, Connaught 
Place, New Delhi. Tel: 011-41513255 


WEBSITE: www.watch24.ch 


Girard-Perregaux Opera Three 


WHY IT'S SPECIAL: The Opera Three stands out 
among top-end watches because of a miniature 
internal keyboard that signals the hours not with 
beeps, gongs or chimes but with a melody that 
can be personalised to the wearer's taste. 


SPECS: It has a 43-mm platinum case and comes 
with a crocodile leather strap. The silver dial 
watch has a manual winder. 


MADE IN: Switzerland 
PRICE: $532,000 (Rs 2.34 crore). 


PRESENCE IN INDIA: Boutique Girard-Perregaux, 
Taj Mahal Palace & Tower, Apollo Bunder, 
Mumbai. Tel: 022-22884661 


WEBSITE: www.girard-perregaux.com 
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Hublot Big Bang 


WHY IT'S SPECIAL: If ugly can be 
sexy, the Hublot Big Bang is it. Its 
diameter of 44.5 mm can dwarf 
just about every wrist on the 
planet. And with 252 compo- 
nents, it’s certainly not the most 
simplistic of watches. 


SPECS: It has a sapphire anti-re- 
flection crystal and a titanium- 
and-sapphire back. The Big Bang 
has a power reserve of 42 hours 
and it is water resistant up to 100 
metres. 


MADE IN: Switzerland 
PRICE: On request. 


PRESENCE IN INDIA: Kapoor 
Watch Company, South 
Extension Part 1, New Delhi. Tel: 
011-41345678 


WEBSITE: www.hublot.com 





Roger Dubuis 
Sympathie 


WHY IT’S SPECIAL: The case is the only 
one of its kind in watchmaking history 
and it has a sapphire crystal caseback. 


SPECS: A limited edition watch made 
in 18-carat white gold, it is an 
“astronomical” timepiece, with a 
minute repeater, perpetual calendar 
and a moonphase. The mechanical, 
self-winding watch comes with a gen- 
uine crocodile hand-sewn strap and it 
is water resistant to 30 m. 


MADE IN: Switzerland 
PRICE: $101,500 (Rs 44.66 lakh) 


PRESENCE IN INDIA: Time Avenue, 
189 Turner Road, Bandra, Mumbai. 
Tel: 022-26515757 


WEBSITE: www.rogerdubuis.com 
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WHY IT’S SPECIAL: Only 25 pieces of this watch were made, to 
mark the 60th anniversary of the Pisa Orologeria Watch House. 


SPECS: While 20 pieces were made of 18-carat gold, 5 were made 
of platinum. Measuring 45 mm in diameter with 

sapphire crystals on the back and front, these watches are water 
resistant up to 100 m and have a power reserve of 42 hours. 


MADE IN: Switzerland (Panerai, though, is an Italian brand) 
PRICE: On request 


PRESENCE IN INDIA: Time Avenue, 189 Turner Road, Bandra, 
Mumbai; Tel: 022-26515757 


WEBSITE: www.panerai.com 
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VIVAN MEHRA 


Breguet 
Classique Grande 
Complication 


WHY IT’S SPECIAL: The Classique 
Grand has two tourbillons, work- 
ing independent of each other, 
but coupled together with gears. 
This ensures that it is twice as 
accurate as normal movements. 


SPECS: You have an option of 
either platinum or 18-carat yellow 
gold casing. The strap is made of 
crocodile leather, and the watch is 
water resistant up to 100 ft. It has 
a power reserve of 50 hours. 


MADE IN: Switzerland 
PRICE: $252,800 (Rs 1.11 crore) 


PRESENCE IN INDIA: The Swatch 
Group (India) Pvt Ltd, 4th Floor, 
Rectangle Building 1, Plot No. D-4, 
Saket District Centre, New Delhi. 
Tel: 011-46092900 


WEBSITE: www.breguet.ch 
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Meetings, incentives Conferences & | xhibitions 


No one understands MICE like we do Estd. 1758 





Sir, your 


Transtfe ™ 


con ference venue 
Is ready 





A Cox & Kings MICE is an experience unlike others. That's because we've put together the finest venues 
and destinations, the finest experiences and the finest team of people who can fulfill all your requests. 
No wonder we've been acknowledged as the best MICE operator, seven years in a row. 








THE COX & KINGS MICE ADVANTAGE 


* Planning of the event + Venue selection + Accommodation from budget to luxury hotels + Travel - road, rail, air & local transport 
management » Assistance at the venue * Plan and execute day program and evening entertainment « Cost effectiveness & value for 
money * Financial and budgetary control * Effective logistic management * Reliable and professional escorts 


And above all an exclusive Cox & Kings experience... 


a i 


National Tourism Award, | National Tourism Award "Best Domestic Tour Operator" | “Best Outbound Tour Operator” 
Ministry of Tourism, Govt. of India Ministry of Tourism, Govt, of India awarded by Galileo Express Travel awarded by Galileo Express 


“Best C onference Agency "Best Domestic Tour Operator” & Tourism Award for last 3 vears Travel and Tourism Award 
for the last 7 vears for the last 3 vears 


(Ox Kings 


Email at: meetings@coxandkings.com or visit www.coxandkings.com 
Delhi Office: Indra Palace, H - Block, Connaught Circus, New Delhi 110 001. Tel: +91 11 4129 7926. Fax: +91 11 4151 3822. 








LAW C KENNET H/C&K/1975/07 
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Watches 


Automatic Winders 


Now that you know your watches, you also know that they 
require pampering of a special kind. Watch winders allow 
for the winding of automatic mechanical watches, espe- 
cially if you aren't going to be wearing them for a long 
time or if there is one for every day of the week! 
TEJEESH N.S. BEHL 


Underwood Modular 
Winding System 

On the surface: It can play host 
to any automatic watch brand 
and each module can be oper- 
ated individually, which means 
idle units need not consume un- 
necessary power. 

What it does: Provides 1,800 ro- 
tations per day—more than suffi- 
cient to keep any watch fully 
wound and operational. 
Dimensions: W 32 cm x H 28.5 cm x D 15.5 cm 

Made in: UK 

Price: $5,550 (Rs 2.45 lakh) 

Presence in India: Kapoor Watch Company, South Extension Part 1, New 
Delhi. Tel: 011-41345678 

Website: www.underwood-london.com 


Orbita Bergamo 40 





Buben & Zórweg 
Time Mover Evolution 4 


On the surface: Made from solid ash- 
wood with burl wood inlays, it has a 
glossy lacquered finish, an ultra-suede 
tabac interior, gold-plated accessories 
and a glass showcase. 

What it does: Can wind 4 and store 6. 
You can choose your number of rota- 
tions—650, 800 or 900 turns per day 
which may be clockwise, counterclock- 
wise or in both directions. 
Dimensions: W 29.5 cm x H 23cm x D 
23.6 cm 

Made in: Germany 

Price: On request 

Presence in India: Kapoor Watch 
Company, South Extension Part 1, New 
Delhi. Tel: 011-41345678 

Website: www.buben-zoerweg.com 





On the surface: This one's literally a see-it-to-believe-it winder! It can house 40 watches. 
But that's immaterial; what matters is a remote-controlled motorised lift mechanism that 
can be viewed and hidden according to your whims and fancies. There's also a keyed 
security lock to prevent the winder from being accessed by the persona non-grata in your 
life! Available in Madrona Burl, Mahogany Parquet and Brazilian Rosewood, it has a faux 
storage area which can have either glass or wooden doors, as per request. 


What it does: 40 Swiss-designed ironless core motors power the 40 winding stations; 
each motor is controlled by its own microprocessor. The lift can be operated either 
through a wireless remote transmitter or through a toggle switch in the shelf storage 
area. Weighs 350 Ibs and comes with a 2-year warranty. 

Dimensions: W 139.7 cm x H 111.76 cm x D 71.12 cm) 

Made in: US 

Price: $49,995 (Rs 21.99 lakh) 

Presence in India: Kapoor Watch Company, South Extension Part 1, New Delhi. Tel: 011- 
41345678 

Website: www.orbita.net 
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DESIGNED TO MOVE YOU 
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x -A | 
Soft leather lining and | Instant fit provided 
removable inlay sole for by the smoothest leather 
increased well-being. an and suede. 


+n 
2 


iet 


Trendy outsc e ad and contemporary 
superb ground € ith the unique 


shock abso 20" comfort! 


Modern living with less stress! Sporty, casual and fashionable styles make the 
new collection by ECCO" exciting news! Experience and enjoy the exclusive, 
smooth leathers, eye-catching details and colour contrasts — designed with the 
flexible sole and instant comfort that you expect from ECCO"! 
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OY APPOINTMENT TO THE hOTAL DANISH COUNT 


ecco 


‘CO CONCEPT STORE: Square One, C-2, Saket District Centre, Saket, New Delhi: Phone No. 011-29563010, 29563006, THE LOFT: Level Two, Haiko Mall, Hiranandani Gardens, 
wai, Mumbai: Phone No. 022-56939777, 56934919, Nagarjuna Circle, Near Panjagutta, Banjara Hills, Hyderabad: Phone No. 040-6675757, SHOE TREE: B-37, Khan Market, New 
Ihi: Phone No. 011-24622247, Sector-17C, Chandigarh, Phone No. 0172-5062113, Shop No.49, Ground Floor, Atria Mall, Worli, Mumbai Phone No 022-24813349-79, First Floor, 
e Metropolitan Mall, Phone No. 0124-4109879, Shop No. 10, Senapati Bapat Road, ICC Trade Tower, Pune, Phone No. 020-40032504. REGAL SHOES: E-30, South-Ex Part-ll, 
Ihi, Phone No. 011-26256300, Ground Floor, Phoenix Mills Ltd., Lower Parel, Mumbai, Phone No. 022-24951352. ROCIA: 34, Commercial Street, Bangalore Phone No. 080- 
586786, Shop No. 502/ 503, Jai Mahal, Linking Road, Khar (W), Mumbai Phone No. 022-26498989 D'Shoe Longue: Shop No.SF-11, The Metropolitan Mall, Gurgaon Phone No. 


24-4105000, 4101265 





| took apart an 












FIRST, THE COMPONENTS Dial 


The glory you see! The dial 
JW os of the watch with the indices 
| e ` marked and the day/date 
— indicator. This one is made 
of aluminium, but platinum, 
gold, silver and gems are 
also frequently used. 






Plate 


This holds the auto 
section and the power 
source. The red dots are 


rubies that reduce friction. inr 


Main Plate 


The base on which all the 
components are mounted. 





Crown 
Date, time changer, it's Auto Section 


fashioned out of stainless Catari 
steel which is tough and —— fol 
source and transmits the 


easy to BUTT and BONS. energy from the wearer's 
wrist to the spring. 


Stem Made of brass. 


The thin rod that actually 
P d performs the movement of 
winding by the crown. 


at” 
> © IZA Hands Date Wheel 


Time-tellers, for sure, but here they 





S 
» 


P Sd are also treated with UV rays to Made of brass which is 
> id make the radium resistant to light. ^ easy to fashion. 
í ~ Train wheel bridge Hour Wheel 


This links all the wheels so that they move in tandem. Controls the movement 


of the hour hand. 





Me Gear Train 


Curious as to what goes into making IN THE MADNESS 


these watches so highly valued— 
not to mention highly priced? Well, 
we were too, and since curiosity got 
the better of us, we asked Omega's 


agents in India to rip apart and then 
re-assemble an Omega Seamaster 
GMT Chronometer and actually 
see for ourselves why an Omega is an 
Omega. TEJEESH N.S. BEHL 





> First to be attached is the © Then, the power source is fixed 
power source. to the plate to keep it in place 





Power Source 





“yf Houses the spring, made of metal, | 
| which powers the watch, helped by the [> Screws are fitted on to the plate. [>The balance is fitted on the 
. slightest movement of your wrist. The main mechanism. 
Y spring is usually made of special steels 
$ ortitanium which are very expensive. 


Precision-cut by machine 
to micron level, it's the 
counting and transmis- 
sion organ that controls 
the movement of time 
through the hands on 
the dial. Again, this is 
very expensive to make. 





> Completely assembled movement © Now for the dial! Fixing the 
without the auto section ‘face’ of the watch 





> Dial fitted with crown and stem >The auto-winding mechanism 
without the hands. being fitted. 





Escapement 


This new co-axial technology allows 
for high precision and less friction. 


Balance 


The heart of the watch; take this out and 

your watch becomes a paperweight! Its 
oscillation in a to and fro motion (tick- 

tock) divides time into strictly equal  —@ 
parts. Specially strengthened to prevent 3 
shock deformations. High precision bal- 

ances are very expensive to produce. W ls 


>The complete view of 
the body without the case. 


D» And finally! The hands fitted, 


* the watch is ready to be put 
Screws into a case with a strap or 
' > 2 bracelet and ready for the market 
Mr Fix-its! They prevent any B Notice the fingers covered with rubber—that is to prevent fingerprints on the 
part of the watch movement P components, which are highly polished and very, very fine. Sweat will not only add 


more weight but also make a mockery of the water-proofing of the watch! 


from going anywhere! de 
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Bejewelled Watches 


A watch is not merely a function of time. Some are a 
statement of adornment that can call more attention to 
your wrist than a 24-carat gold bangle. And while some 
may feel they are a trifle overdressy, and overpriced, 
these watches have their fair share of fanatic fans! 


TEJEESH N.S. BEHL AND DEEPTI KHANNA BOSE 


& 

Breguet Pocket Watch 
1907—Tourbillon & 
Grand Strike 


SHINE FACTOR: Its yellow gold case is 
made of two covers—one concealing the 
face of the watch and the other hiding its 
movement assembly. It has two patents— 
one for a centrifugal strike governor and 
the other for a unique striking piece lever. 
HARD CORE: It has over 680 pieces, is en- 
cased in 18-carat yellow gold and its silver 
dial sports an18-carat gold Clou de Paris 
pattern. The watch has a 50-hour power re- 
serve and a sapphire crystal caseback. 
MADE IN: Switzerland 

PRICE: $815,000 (Rs 3.6 crore) 

PRESENCE IN INDIA: The Swatch Group 
(India) Pvt Ltd, 4th Floor, Rectangle 
Building 1, Plot No. D-4, Saket District 
Centre, New Delhi. Tel: 011-46092900 


j NN \ \) 
WEBSITE: www.breguet.ch N 
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Prices mentioned are international dollar prices 
converted into Indian rupees 
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Jaeger-LeCoultre K 
Reverso Rock ANY 
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Setting Sunray Af > + > 


Fo Sr i 
SHINE FACTOR: To say it dazzles is agross% 
understatement. It comes in two vérsions=<either 
entirely covered with baguette-cut diamonds or 
alternating diamonds and yellow sapphires. While the 
first version has 521 sparklers, the second one boasts 
of 195 diamonds and 326 sapphires. The designer's 
genius lies in completely covering the case with the 
precious stones; you can't even catch a glimpse of the 
underlying material. 


HARD CORE: It is manually-wound, has 134 parts, 
21,600 vibrations per hour, a 45-hour power 

reserve and a reversible case with an alligator leather 
strap and is available in both white and pink gold. 


MADE IN: Switzerland 
PRICE: $250,000 (Rs 1.1 crore) 


PRESENCE IN INDIA: Jaeger-LeCoultre Boutique, 
The Oberoi, Zakir Hussain Marg, New Delhi. 
Tel: 011-24368181 


WEBSITE: www.jaeger-lecoultre.com 


a r 
WN / ‘ 
/ 2 / . "y 
a $ 
F e P , f 
4 4 " j 
I y 7 , 
r # 
Afe | 4 « 
fa , 
t 
/ 4 T "f 
F. fey $ d 
j i ^ 4 
‘ 
* y 
‘ rd 
F „7 
" 
, 
- r 
" 
, 
P 
a 


ex 
Corum Golden Bridge 


SHINE FACTOR: It's time in a see-through 
mode. The Golden Bridge features four 
sapphire crystals—on the face, the case- 
back and on the sides, held together by 
gold ribs. The sapphire crystal caseback is 
fastened by four golden screws that make 
the watch water resistant up to 30 m. 


HARD CORE: Hand-wound with a leather 
strap, the Golden Bridge comes with a 
power reserve of 40 hours. The winding 
and time-setting crown at 6 o'clock goes 
through in a straight line down from the 
movement and activates a ‘slipping 
spring’ winding system to avoid forcing 
the delicate mechanism. 


MADE IN: Switzerland 
PRICE: $28,000 (Rs 12.32 lakh) 


NEAREST SHOP: Corum Singapore Pte 
Ltd, 211 Henderson Road, #06-04 
Henderson Industrial Park, Singapore. 
Tel: 0065-62729429 


WEBSITE: www.corum.ch 
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Cartier Pasha 


SHINE FACTOR: Named 
after the Pasha of Marrakech, 
who wanted a watch that 
could stand the rigours of 
swimming, its design dates 
back to 1933. This one 
featured here is a quartz 
model with a 38-mm dial. 


HARD CORE: Both the case and 
the bracelet are 18-carat gold 
and the crystal is made of 
sapphire. 

A chronograph with a date 
display at 6 o'clock, it is water 
resistant up to 30 m. Also has a 
unidirectional rotating bezel. 


MADE IN: Switzerland 
PRICE: $31,075 (Rs 13,67,300) 


PRESENCE IN INDIA: Kapoor 
Watch Company, South 
Extension Part 1, New Delhi. 
Tel: 011-41345678. 


WEBSITE: www.cartier.com 
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Bvigari Astrale 


SHINE FACTOR: A unique and 
stunningly exquisite timepiece 
for formal occasions, the Astrale's 
curved, shield-shaped case softly 
caresses the wrist, making them 
easy and comfortable to wear. 


HARD CORE: The watch has a 
mechanical movement, with 
automatic winding, a steel 
case and is protected by 
sapphire crystal. The watch 
is decorated with sparkling 
diamonds of the highest 
quality, highlighting the 
richness and elegance 
of the Astrale. 
It comes with a satin strap. 


MADE IN: Switzerland 
PRICE: On request 


PRESENCE IN INDIA: Bvlgari 
Boutique, The Taj Mahal Palace and 
Towers, Apollo Bunder, Colaba, 
Mumbai. Tel: 022-22885052/ 53. 


WEBSITE: www.bvlgari.com 
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SS} Rolex Oyster Perpetual Day-Date 


SHINE FACTOR: The world’s first watch to have the name 
of the day displayed in full in a choice of 26 languages. 
Also features the date function and comes in pink, white 
and yellow gold. The case is made of a solid block of gold. 
Its date function takes just three milliseconds to change 
over at midnight. 


HARD CORE: A self-winding watch, it is waterproof up to 
100 m. Is also the company’s best selling model. Comes 
with a President bracelet. 


MADE IN: Switzerland 
PRICE: On request 


NEAREST SHOP: Rolex Singapore Private Limited, 
302, Orchard Road, #01-01 Tong Building, Singapore. 
Tel: 0065-67379033 


WEBSITE: www.rolex.com 








Nikon produces a selection of binoculars, scopes and 
rangefinders to satisfy every need. Our binoculars range 
from compact travelling companions to advanced models 
for professionals and outdoor enthusiasts. High-end | 
binoculars are used for everything from birdwatching to | 
marine navigation. Standard models are ideal for outdoor 
activities, such as sightseeing, hiking and spectator 
sports, but work great in theatres, art galleries and 


BINOCULARS 
€ 
SPUTTINGSCOPES 
o 


ANPE CINNERS 
museums as well. And our fieldscopes and rangefinders RANGI FINDER 
are every bit as versatile, serving the broadest range of 

personal and professional functions. 127 OPTIONS 





at tan Wi | Te 6 artip sh p 1406 12541 3515 
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MAUPUN WENED Tiera: 011 2341 5527 audoviso@redifimail.com Nikon Sport Optics 
i Ankur Hobby Center : Naranpura, Ahmedabad. Tel: (0179) 55621313, 9898121289 
R.K Photo Guide : 11" Taj Mahal Hotel Building, Gandhi Nagar, Bangalore - 09 Tel: (080) 22094033 
Foto Trade : 120, Wallajah Road, Chennai - 02 Tel: (044) 28547113 
Alfa Photo Digital : 167, Palika Bazar, Connaught Place, New Delhi 01 Tel: (011) 23323129, 23320731 
Cinema Art Studios : 18, Connaught Place, Dehradun, Uttaranchal Tel: (0135) 2715216, 3292037 
llirdi Photography Stores : 8-2-270, SMD Commercial Complex , Banjara Hills, Hyderabad, Tel: (040) 55509216, 23544783 
Pixetra : M. G Road, Padma Junction, Kochi- 35 (Kerela) Tel: (0484) 4021212 
Sanjeevani Systech : 12, J. N. Road, Kolkata, Tel: (033) 64500380 


Photo Guide : 267. D.N. Road, Shop No 1, Kumud House, Fort, Mumbai Tel: (022) 22626531, 226199115 
Aim Point : Shop No. 59. Wonder Land. 7. Mahatma Gandhi Road. Pune Tel: (020) 26134992. 9423005752 
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Timekeepers 


Time, or rather, its 
charm, does not spare 
even the rich and the 
powerful. The movers 
and shakers of this 
world also have their 
quirky preferences 
when it comes to time. 
TEJEESH N.S. BEHL 
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George W. Bush 

The President of the United States of 
America is often dubbed the planet's most 
powerful man for any number of reasons. 
Presiding over the largest economy on the 
globe—that is still the El Dorado for many 
in the Third World—Bush wears a $50 
Timex Indiglo. Considering that he rakes 
in $400,000 as presidential salary, that's 
way too cheap! 





Vladimir Vladimirovich Putin 
Russian President, martial arts and wrestling 
expert, Putin—who was once a feared KGB 
agent—certainly lives in style, even if his 
country doesn't. The Russian President, 
who earns $60,000 as annual wages for 

his current job, wears a Patek Philippe 
Perpetual Calendar that costs as much 

as his salary. Putin, in fact, also owns a 
Patek Philippe Calatrava. > 


was the first watch to 
record time on the moon; it got there on the 
wrist of , the second man to 
set foot there 
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Diana, the late Princess 
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Former Italian Prime 
Minister and the world's 37th 
richest man with a fortune of 
$11 billion, Berlusconi certainly 
keeps time in style. Twice married and 

President of the AC Milan Football Club, Berlusconi 
wore the most expensive watch among democratic 
Heads of government during his days as premier— 
a $540,000 Vacheron Constantin. 


OT VVales 
Known for her charisma, humour 
and high-profile charity work— 
not to mention her outspoken 
views—Diana may have ceased 
to be a member of the royal 
family in the last years of her life 
but that did not infringe on her 
style sense. She is known to have 
sported a Vacheron 
Constantin Lady Kalla, that is 
worth $500,000. 
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The man who introduced 
the art of non-emotive 
acting—aka wooden- 
faced dramatics— wears 
y, an Audemars Piguet 
Royal Offshore Oak 
(picture on left) and an 
Audemars Piguet Paneria 
Luminor. He is currently the 
Governor of California, the world's 
seventh-largest economy. 
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Timekeepers 


Indira Gandhi 
The original Mrs G was the second- 
longest serving Prime Minister of 
India. But for a person who courted 
quite a few controversies in her life, 
Mrs G's time-style was rather 
spartan and functional—an HMT 
Quartz watch with a brown 
leather strap and the logo of 

1982 Asian Games logo, Appu, 
inscribed on the dial. 
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The Father of the Nation 

is back in fashion courtesy 

Bollywood's espousal of 

Gandhigiri. A man who 

typified simplicity all his 

life—though not without 

its share of controver- T 
sies—Gandhi used to «we 
mark his pace with a 
Zenith pocket watch. 








and 16 Commonwealth 
nations, the 80-year-old 
Elizabeth Alexandra Mary 
Windsor, who is a conservative 
in matters pertaining to public 
policy and personal life, is known 
to have quite a collection of 
timepieces. And while not much 
is known of the brands that she 
wears, she did wear a 
Jaeger-LeCoultre 101 Reine 
on her coronation day. 
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EXECUTIVE SEATING 








insteel Seating Technologies Pvt. Ltd. 


7, Linden Street, Austin Town, Bangalore 560 047. INDIA 
w.transteel.com 


JANGALORE : 080-25562580 * CHENNAI : 044-28236951 * COCHIN : 0484-2354539 
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Advice 





Time Jango 


HE “REAL ESTATE” OF THE WRIST HAS BEEN 
captured for decades by two very 
prominent accessories in personal 
adornment—jewellery and 
watches. Aesthetics and per- 
sonalisation have driven most design 
trends in these categories and have 
created the biggest diversity possi- 
ble, offering virtually infinite 
choices to the style-conscious 
consumer. Here is the scenario 
today: utility, portability, 
connectivity and style 
have all become an intrin- 
sic part of the “mobile” con- 
sumer. The watch as a timekeeping 
device has long become redundant; it 
exists as an icon of character, person- 
ality and style. The watch today has a 
challenge and a threat. The challenge 
lies in constantly reiterating its charm 
to the ever-changing consumer and 
the threat is of becoming redun- 
dant. Portable devices like the mo- 
bile phone are very high on utility 
































and today create a sense of greater relevance than 
a watch. 
It is difficult to generalise trends in any category 
today. But several fragmented ones have sur- 
faced. In a broad sense, we, as consumers, 
have become far more experimental, and sub- 
sequently, have a far greater comfort in wear- 
ing bold accessories. There are two extreme 
outcomes to this trend—one of personalised 
luxury and that of inexpensive transient fashion. 
The luxury segment of the watch category has 
moved into the domain of customised, hand- 
crafted works of art, almost as an antithesis to 
the mass produced object. This is also a sign of 
our nostalgia about the past. Luxury watches today 
showcase a fusion of exquisite craftsmanship and de- 
sign. This nostalgia has percolated to the fashion-con- 
scious youth with a resurgence of old styles reflecting 
the design ethos of an era when watches were driven 
by mechanical and automatic movements, so much so 
that even fakes of the classics are in fashion today. 
In the domain of transient fashion, consumers 
are no longer looking for long-term choices. A watch 
may not last beyond a year, but as long as it speaks 
of today—that's most important! Choices are driven 


IN TIME, WATCH WILL SEE A PLETHORA 


— —_—— —— =—— 


DEEPAK G. PAWAR 
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The nostalgia has 
percolated to the 
fashion-conscious 
youth with a 
resurgence of old 
styles reflecting 
the design ethos 
of an era when 
watches were 
driven by 
mechanical and 
automatic 
movements 


Sketch by Michael Foley 





by impulse and short-lived aspirations; 
today’s consumer is overwhelmed by 
choice and is looking at ways of finding 
the right fit to their personalities. This 
has led to ‘customisation’. Though not a 
large-scale trend today, this will surely 
grow in the very near future. 

The experimental mindset of the 
youth has driven fashion. Though no 
mass trends have surfaced, several av- 
enues have opened up. Sports fashion 
has shown a strong resurgence, with 
‘street-style’ being most prominent—an 
eclectic mix of street fashion and en- 
durance materials. The use of skin-friendly 
materials, bold oversized styling, a band- 
like feel and unconventional forms are 
common across the category. Fashion has 
accessorised the avatar of the watch. A 
new generation of time-wear is emerging 
as a consequence of an amalgamation of 
portable accessories...clip-on watches, 
pendant timepieces, wrist bands, etc. 
Fashion has blurred the boundaries be- 
tween categories, prompting brands to 


THE EDGE 





World's slimmest commercially available watch 
by Titan 
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Advice 


extend their portfolios into related cate- 
gories like sunglasses, jewellery and other 
portable devices, maximising their “unified 
signature” when worn. 

The watch has been repositioned as 
an accessory, its primary function of telling 
time has been diluted in today’s scenario. 
Time is available on almost any device—a 
notepad, mobile phone or an MP3 player. 
The utility of reading time has been taken 
for granted; very little innovation has 
been seen in the diversity of formats of 
reading time. The analogue representation 
of time has set itself as a timeless con- 
stant in the ever-changing fashion-driven 
category. The only other style of repre- 
sentation that has been extensively ex- 
plored is a digital display. Historically, dig- 
ital displays have been synonymous with 
very basic multifunctional watches; today, 
very stylish renditions of digital displays are 
seen in the mass-fashion and sports cate- 
gories as well. 

Watches have seen a recent flourish of innovative styling 
opportunities driven by novel manufacturing technologies. 
Parallels can be drawn from the techniques used in manu- 
facturing mobile phones—high-precision injection moulding, 
insert moulding and the use of a gamut of textures and fin- 
ishes on plastics and metals. New display technologies using 
OLEDs, improved LCD panels and E-ink have brought an 
exciting new dynamism to dial design. 











AI AL a MPEG 
There is a 
recent flourish 

of innovative styling 
opportunities 
driven by novel 
manufacturing 
technologies 






Even in today's context of mass-pro- 
duction, watchmaking is still an art. In spite 
of the high-precision manufacturing of 
components and automation of assembly 
lines, critical elements like the final pol- 
ishing of a bezel or the assembly of minia- 
ture appliqués on a watch dial require 
highly skilled human intervention. This un- 
usual fusion of technology and craft is 
what makes watchmaking very special. 

Watch design has predominantly been 
evolving from the perspective of aesthetics 
and styling. With the basic utility becom- 
ing redundant, the future of watch design 
lies in the ability to reinvent itself. The minia- 
turisation and convergence of diverse technologies such as 
recording, display and memory, could lead to the watch be- 
coming a unique control device, allowing one to remotely op- 
erate, communicate, network, record and entertain. Watch de- 
sign is poised at the threshold of major transformation, a 
change that will bring a great amount of diversity and life to 
the category. Today, the watch is an emotive time device; in 
time, it will see a plethora of avatars in the space of commu- 
nication, health, entertainment, security and fashion. a 





The author is Creative Head, Foley Designs and a former Head of Design at Titan 
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Tur WEDDING COLLECTION 


O bridal outfit would be complete without ornate 
jewellery,from P.C. Chandra Jewellers, and when it 
comes to Indian bridal jewellery the obvious choice is 
gold. In India, marriage and jewellery are inseparably 
interlinked. Jewellery has many connotations, both aesthetic and 
ritual. The wearing of jewellery is supposed to endow the women 
with qualities of power and authority, as well as great beauty. 

Gold has traditionally symbolized wealth and prosperity 
within Indian culture, holding special significance in celebrations 
such as weddings and births. Often presented as a gift or 
tangible form of investment, this precious metal features heavily 
in most Indian weddings. Ornaments such as the mangalasutra, 
bindi, ear rings, bangles, nose rings 
and rings are presently worn by 
brides almost all over the country. 
Some of the important traditional 
ornaments like armlets, waste bands 
etc are not in vogue today and are 
not worn in all areas. 

The special jewellery collection 
that is on offer in P. C. Chandra 











showrooms is a mixture of both 
contemporary and traditional 
jewellery. The wide array of jewellery 
made according to the tastes and 
preferences of Bengal consists of 
bracelets, bangles, rings, necklaces, 
chains, ear-rings, armlets and various 
other types of exquisite pieces of 
scintillating jewellery. Their creations - 
are an ex-pression of the wonderful 
designs and talents of India. 

P.C.Chandra Jewellery-Sets consisting of rings, ear-rings 
and necklaces are ideal for wedding purposes and a number 
of specially designed wedding-sets are available here. The 
wedding collection has a wide range of designs and each 
design is unique and one of a kind. Additional coordinated 
churis, balas and churs (kangan) are also available in various 
designs here. Exclusively carved bangles with meena and 
filigree work available here are a real treat to watch. The 
churis, bangles, balas and kangans are a speciality of this 
showroom's collections. 








iscover the essence of fine living: Essenza Di Wills is 
fb a prestige marque crafted to encapsulate the 

essence of fine living through the creation of an 
exclusive range of fine fragrances and personal care products. 

Essenza Di Wills unites craftsmanship, passion and an 
understanding of fine luxury. A keen regard for innovation as 
well as creating elegant, timeless and quality products is the 
raison d'etre of Essenza Di Wills. 

Essenza Di Wills epitomizes in all its products, the finest 
there is to offer. And in order to breathe distinctiveness into 
these exquisite offerings, creators with an unparalleled sense 
of craftsmanship and a deep understanding of fine fragrances 
were united. Fine fragrances have 
been around in France since the 

| 17th century and more recently, 
| France has been home to the 
| world's perfume industry, with some 

of the finest fragrances and labels 
originating there. To provide a 
comprehensive grooming regimen, 
these exclusive fine fragrances and 








bath and body care products have 
been developed by ITC with 
assistance from experts in France, 
for the discerning Indian consumer. 

Essenza Di Wills embodies a 
fine balance between the classical 
and the contemporary. The brand 
personifies exclusivity, innate style, 
sophistication and magnetism. 

Inizio, the signature range 
under Essenza Di Wills provides a comprehensive grooming 
regimen with distinct lines for men (Inizio Homme) and women 
(Inizio Femme). The rich and sensual fine fragrances are all 
day offerings designed by two of the leading international 
fragrance houses in France. 

The personal care range includes a host of bath and body 
care products that share the same olfactory signature of the 
men's and women's fine fragrances to offer you a harmonized 
fragrance experience. Inizio by Essenza Di Wills promises you 
a timeless experience. An invitation to discover your true 
essence, your soul. 
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Perfumes 
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colognes you can buy. They MaS 
but they'll definitely bring moretite in 


ALLURE SPORT COLOGNE 
BY CHANEL 


WHY SHE CAN'T RESIST THIS: A mixture of man- 
darin and oranges blended with tunsian neroli, 
aldehydes, tonka bean, white musk, amber, black 
pepper, atlas cedar and vetiver—well, it does take 
a lot to charm her off her feet! 

PRICE: On request 

PRESENCE IN INDIA: Chanel, The Imperial, Delhi; 
Tel: 011-23341234 

WEBSITE: www.chanel.com 




















PAUL SMITH COLOGNE 
BY PAUL SMITH 


WHY SHE CAN'T RESIST THIS: Launched 
in 2000, this Eau De Toilette Spray is totally 
devoted to the senses—sharp and spicy 
with lavender and amber fragrance. It also 
has a dash of geranium, vetiver and musk. 
Recommended for casual wear. 

PRICE: $60 (Rs 2,640) for 3.4 oz 


PRESENCE IN INDIA: On order 


WEBSITE: www.paulsmith.co.uk 





CLIVE CHRISTIAN’S NO. 1 


WHY SHE CAN'T RESIST THIS: Like the men 
women truly yearn for, its production, too, 

is limited—due to scarcity of its ingredients. 
Apart from vanilla, orris, natural gum resin, 
sandalwood and bergamot, it also has 
specially cultivated ylang ylang from 
Madagascar. The men’s version also contains 
nutmeg, Arabian jasmine and Indian 
sandalwood. Comes in a handmade crystal 
bottle with a 0.33-carat diamond in its neck. 


PRICE: $2,350 (Rs 1.03 lakh) for 1 oz 
Aà PRESENCE IN INDIA: On order 
E WEBSITE: www.clive.com 








ANNICK GOUTAL'S EAU 
D'HADRIEN 


WHY SHE CAN'T RESIST THIS: 
Annick Goutal is a European 
perfumer and prize-winning pianist. 
Her Eau d'Hadrien is a fresh, 

citrus-y blend of Sicilian lemons, 
grapefruit and cypress. 

PRICE: $1,500 (Rs 66,255) for 3.4 oz 
PRESENCE IN INDIA: On order 
WEBSITE: www.annickgoutal.com 


INIVM 


M V IN 





BOSS SELECTION 
COLOGNE 


WHY SHE CAN'T RESIST THIS: 

It blends mandarin orange, pink 
pepper, grapefruit, cedar needles, 
star anise, geranium, heliotrope, 
vetiver, musks, cedar and patchouli. 
Quite a unique specimen, it is 
touted as a definite turn-on. 
PRICE: On request 

PRESENCE IN INDIA: 

The Oberoi, New Delhi 
WEBSITE: www.hugoboss.com 


All prices are international prices. 
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Men's Accessories 


Men Like 
Knick Knac 


It’s the little things in life that mark you out 
as a man of refined tastes. Here are some 
that can define your sensibilities. 

SHIVANGI MISRA 





Valentino 

m VVALLETS Snake leather 
wallets 
Price: Rs 20,000 





Aigner 
Brown leather wallets 
Price: Rs 10,000 


Dunhill 
Brown leather wallets 
Price: Rs 10,300 


All prices are Indian list prices 





m BELTS 


Hugo Boss 
Leather belt with buckle 
Price: On request 


Aigner 
Brown snakeskin finish belt 
Price: Rs 13,000 











m BRACELETS 





Hugo Boss 
Silver bracelet 
Price: On request 


Valentino 

Black leather belt with 
dull gold finish buckle 
Price: On request 


Dunhill 

Black leather belt 
with buckle 
Price: On request 
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Men's Accessories 


m CUFFLINKS 
















Bvlgari 

Cufflinks in sterling 
silver and onyx, with 
a dash of blue 

Price: On request 


Valentino 
Cufflinks in cat's eye 
and gold finish 
Price: Rs 17,400 





Hugo Boss 
Silver cufflinks 
Price: On request 


Bvlgari Silver Gift 
Collection 

Parentesi bookmark in 
sterling silver 

Price: Rs 11,100 onwards 


m MISCELLANEOUS 


Bvlgari Silver Gift 
Collection 

Keyholder in sterling silver 
Price: Rs 11,100 
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m BRIEFCASES 





Aigner 
Black leather briefcase 
with access number lock 
Price: Rs 49,500 


Hugo Boss Valentino 
Black leather briefcase qa aren leather 
with front buckles Price: Rs 94,000 


Price: On request 











Da Milano 

Red leather bag for those 
willing to break the norm 
Price: On request 


Montblanc 

Pure black leather 
briefcase 

Price: Rs 40,700 





bt 


Men's Accessories 


Bvlgari Silver Gift 
Collection 

Sterling silver card case 
Price: Rs 11,100 onwards 











Hugo Boss 
Leather planner and 
keyholder 

Price: On request 
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Montblanc 
Manicure kit for men 


Price: Rs 15,400 






Montblanc 
Cigar cutter 
Price: Rs 4,300 


( accessories available at: Aigner, ITC Maurya 
Sheraton and Towers, SP Marg, Delhi 

accessories available at: The Montblanc 
Showroom, Taj Mansingh Hotel, Mansingh Road, 
Delhi 

accessories available at: Valentino, 
Sangre La Hotel, 19 Ashok Road, Delhi 

I accessories available at: Hugo Boss, 

The Oberoi Hotel, Dr Zakir Husain Marg, Delhi 


accessories available at: Bvlgari, The Oberoi 
Hotel, Dr Zakir Husain Marg, Delhi 
accessories available at: Da Milano 
stores in Delhi and Mumbai 
accessories available at The Regent Watch 
and Jewellery Company, Hotel ITC Maurya 
Sheraton and Towers, SP, Marg Delhi 





ommy Hilfiger is one of the most popular brands in the 


world. Tommy Hilfiger watches are manufactured by The 
Movado Group, Inc. and distributed through wholly 


owned subsidiary exclusive agreements with international 
distributors. The collection, with designs for men and women, 
was launched in the U.S. market in Spring 2001. It was available 
for the first time in key European markets and 
Mexico in fall 2002 and continues to expand 
internationally in Europe and Asia. 

Titan Industries Limited signed on the 
manufacturing and marketing rights for TH 
watches in India. The watches were 
launched in Delhi in June 2004. Titan imports 
the watches from the global source and 
markets them in the India through its own 
channel the World of Titan stores, Large 
format stores like Shoppers Stop, Lifestyle, 
Exclusive Tommy Hilfiger Boutique Stores 
and prominent multi-brand watch outlets. 

Expanding into the watch category was a 
natural step for designer Tommy Hilfiger. "I 














have always loved watches and my father 
was in the watch business," said Hilfiger. 
"This collection has evolved into a very 
exciting, unique and innovative line, which is 
enjoying outstanding success in our North 
American, European and select Asian 
markets." 

Tommy Hilfiger is amongst one of the most 
popular and recalled brands in the mid priced 
fashion space and the brand is among the top 
3 fashion brands in the country. 

Tommy Hilfiger Watches have for the first time introduced a 
limited edition automatic watch for men. There are only 500 
numbers in the world of which 50 of them have been made 
available in India. This is the first time TH has brought out 
automatic watches. 

Tommy Hilfiger refreshes their watch collection every 2 
months and TIL launches the collection simultaneously with 
the worldwide launch. The Tommy Hilfiger has some amazing 
watches like the "red watch", "scarf watch" that have broken all 
sales records 
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Pens 


NIBS FOR NOBS 


They're usually much more . = 
visible than watches, and Cia A] E d 
yes, they also make a huge A LO 
statement about who 
you are. A listing 
of some of the 
world’s best 

fountain pens. 
DEEPTI KHANNA 
BOSE AND 
SHIVANGI MISRA | =x SS 
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WATERMAN MAN 
100 GOLD 


Part of the Waterman's Super Premium Collection, this 
pen is pure indulgence. It may not change what you 
write, but this finely-crafted 18-carat gold pen, with a 
two-tone rhodium-plated nib, is sure to transform the 
way you write. The first model in the line was a large 
black plastic pen, 5 5/8 inches long, with gold-plated 
trim and a large two-tone 18-carat gold nib. 


AVAILABLE AT: The Waterman Company -—* 





WEBSITE: www.waterman.com 


PRICE: Rs 4.5 lakh MONIBLANC BOHEME 
ROYAL 


Montblanc's ultra glamorous Boheme Royal is among the 
world's most expensive fountain pens. Made from 
18-carat white gold, it is set with 1,430 brilliantly cut 
diamonds with a total weight of 15 carats and is 
promoted as a glittering accessory worthy of the most 
refined billionaires and royalty. 


AVAILABLE AT: Montblanc International GmbH, 
Hellgrundweg100, 22525 Hamburg, Germany 


WEBSITE: www.montblanc.com 
PRICE: $150,000 (Rs 66 lakh) 





PANTHERE DE CARTIER 
EXCEPTIONAL 
FOUNTAIN PEN 


In 2005, Cartier created a new collection of writing 
instruments in a limited edition, the Menagerie. This was 
also the first in its collection to be shaped like a panther. 
The panther is the most emblematic animal of the 
Maison's mythology. The mounting and finishing of the 
pen are done by hand. The body of the panther is in 
18-carat solid yellow gold, the eyes in emerald and the 
nose in onyx. It comes with a transparent crystal base. 
Only 10 pieces were made. 


AVAILABLE AT: Regent Watch and Jeweller Co., The 
Maurya Sheraton Hotel & Towers, Delhi; 
Tel: 011-41668848. 


WEBSITE: www.cartier.com 


PRICE: On request 





THE — 
MONTEGRAPPA ~™ 
PEACE PEN 


The “Peace Pen” is fashioned from platinum 
and comes with Baccarat crystal panels and an 
array of more than 1,200 fine diamonds. 
Montegrappa pens use techniques perfected 
in jewellery making—such as deep drawing, 
low relief engraving, hand-etching, die- 
casting, vitreous enamelling and hot 
enamelling on materials such as gold, silver, 
precious stones and celluloid. International 
artist David Monalto di Frangito designed the 
Peace Pen, which has a central motif of a 
dove, the symbol for peace. 





WEBSITE: www.montegrappa.com 
PRICE: £679,000 (Rs 5.83 crore) 


Prices mentioned are international prices 
converted into Indian rupees 





LA MODERNISTA 
DIAMONDS 


Caran d’Ache created this pen in 1999 as a homage to Antoni 
Gaude (1852-1926), one of the most famous Modernist 
architects. The pen, made of rhodium-coated silver, has an 
18-carat rhodium-coated gold nib. It is encased with 5,072 
full-cut Top Wesselton VS diamonds totalling 20 carats; 96 
half-cut rubies (0.32 carats) are arranged on top of the cap, 
forming the monogram. 


AVAILABLE AT: Caran d'Ache S.A. 19, Chemin du Foron — PO 
Box 332, CH-1226 Thónex - Geneva, Switzerland 


WEBSITE: www.carandache.ch 
PRICE: $265,000 (Rs 1.16 crore) £= |... 
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Sunglasses 





Buckle Collection by Gucci 


Eye-candy factor: Gucci’s new Buckle Collection wraps 
come with gradient lens. A comfortable wear for prac- 
tically any time of the year and any time of the day, they 
have smart buckles at the edges of the frame that add 
character to the wearer. 


Price: On request 
Presence in India: Available at leading stores across the 
country 


Bvigari Jewellery Collection winnie gucci. tin 


Eye-candy factor: These frameless wraps with 
tinted lens come with intricate Swarovski crystals 
inlaid on the arms. They are, apparently, quite a 
hit with the kitty party crowd. 











Price: On request 

Presence in India: Available at 
leading stores across the country 
www.bvigari.com 






Sam Foster, founder of the 
Foster Grant Company, 
invented the sunglasses we 
wear today, in 1929. At first, 
it was picked up by the Army 
Air Corps of US, which placed 
a big order for its pilots to 
eliminate the dangers of 
high-altitude glare. 


Prices mentioned are 
Indian list prices 
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They can make or break your 
image. Sunglasses add class and 
character to your overall looks. 
The right pair of shades can add 
instant mystique, chic and polish 
to any look. TEJASWI RATHORE 








Picnic by Ferragamo 


Eye-candy factor: Embodying the holiday 
spirit in totality, these are limited edition 
sunglasses by Salvatore Ferragamo. The frames 
are covered with intricately hand done 'Raffia' 
work that makes this a truly special picnic. 
'Rafia' is a soft natural fabric used for weaving, 
winding and embroidery. 


IMvldVvS 


Price: On request 

Presence in India: Available at leading 
stores across the country 
www.salvatoreferragamo.it 
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Montblanc 


Eye-candy factor: These chocolate brown 

* wraps come with a smart Montblanc logo 
MONT on the side. Perfect for your summer collection, 
BLANC . they also provide 100 per cent UV protection 
"TOO UV PROTECT to your eyes. 


Price: On request 

Presence in India: Available at leading 
stores across the country 
www.montblanc.com 
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Sunglasses 








Police 


Eye-candy factor: These smart pair of black wraps 
are perfect for a bright and sunny day, and the 
Indian summer. Narrow-framed, the wraps come 
with the new Police logo. 


Price: On request 

Presence in India: Available at leading stores 
across the country 

www.policesunglasses.com 


Sunglasses were invented in China 
during the 1430s to conceal the 


expressions of Chinese judges 
and preserve the secret of justice 
administration till the end of 
the legal procedure, 
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Fendi Sunglasses 


Eye-candy factor: These wraps, with caramel 
brown lenses, come with 100 per cent UV pro- 
tection. Another attraction of these fine summer 
shades: their Swarovski crystal-lined arms. 


Price: On request 

Presence in India: Available at leading stores 
across the country 

www.fendi.com 





Prada Aviators 


Eye-candy factor: Comfort is said to be their 
calling card. Available in smart colours, they 
have eye-catching noticeable frames and 


gradient lenses. 


Price: On request 


Presence in India: Available at leading stores 


across the country 
www.prada.com 


What are the different 
kinds of lenses? 

A sunglass lens can be made 
of glass or plastic and can have 
special hi-tech treatments. 
Some common lens types are: 


e Mirrored: A thin layer of 
titanium, nickel or chromium is 
applied to the lens, making it look 
like a mirror for everyone but the 
wearer; these, typically, reduce the 
light that reaches your eyes, but do 
not stop UV rays from filtering in. 





x : EA — lens that is 
arker on the top, fading to no 

Oakley MP3 Flip Glasses Mn, thes are ao 
known as double-tinted glasses 


Eye-candy factor: Definitely jazzy, Oakley's hi-tech Gita 


glasses come with a flip lens and an MP3 player! Sporty 


in their look, these shades are a joggers’ delight. e Polarised: These cut the glare 
from smooth surfaces such as 


i water, snow or wet pavements. 
Price: Rs 25,000 p 


Presence in India: Punjab Optical House, Galleria, e Photochromatic: These lenses are 


Gurgaon. Tel: 0124-3260666 sun-sensitive and transition from 
www.oakley.com light to dark shades according to 


light conditions. 


. . e Tinted: Can come in as many 
Cartier Wood | | ne shades as there are colours; the best 
ones come in neutral density grey 
Eye-candy factor: A limited edition collec- that shade your eyes but do not 
tion by Cartier, these shades come with lenses of change your colour perception. 
your choice. But what really increases your 


‘face-value’ is the specially-designed wood and 


platinum frame. Which are the various types of 
sunglasses? 
i è Wraps: Extending past the eye to 
Price: Rs 62,500 the temple, this style “wraps” 
Presence in india: Available at leading stores around the face. 


vu) the country e Shields: One-piece shields have a 
www.cartier.com modern look and are often partially 
rimmed or rimless. 


e Aviators: Shaped like a teardrop, 
metal-rimmed aviators have en- 
joyed waves of trendiness since 
WWII when pilots favoured this 


style. 


e Clip-ons: An easy way to convert 
prescription glasses to sun-wear, 
these can attach with either clips or 
magnets. 


Which sunglass suits you best? 
Hmmm, as a thumb-rule, always go 
for a pair of shades in a shape that 
is the opposite of the shape of your 
face. For example, geometric 
shapes, ovals, wraps and shields 
look best on round faces. More an- 
gular or thin faces look better in 
_ the early 40s when Ray-Ban created rounder frames; and oval faces can 
anti-glare aviator style sunglasses, using carry off almost any style. But these 
the polarised lens technology invented are, at best, only thumb-rules. At 
by Edwin H. Land. the end of the day, it's your style 
statement. Choose the one you feel 
you can carry off best. 


The popular Aviators were designed in 
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Women's Watches 


TIME OUT FOR LADIES 


Well, if men have their toys, 
women, too, can keep time 
in style. 


TEJASWI RATHORE, DEEPTI KHANNA BOSE 
AND TEJEESH N.S. BEHL 





Breguet Reine de 
Naples 


RITESH SHARMA 


WHAT'S AROUND THE WRIST: 
Packed with 18-carat white gold, its 
bezel and case band are set with 48 
baguette rubies and 38 baguette 
diamonds. The watch is self-winding 
and also has a moonphase indicator. 
The silver and gold dial is paved with 
67 diamonds while the bracelet is set 
with 371 diamonds and 11 oval 
rubies. 


PRICE: Rs 60 lakh 
MADE IN: Switzerland 


PRESENCE IN INDIA: Johnsons & 
Co, Connaught Place, New Delhi. 
Tel: 011-41513110 


WEBSITE: www.breguet.com 











Harry Winston 
New Signature Lace 


WHAT'S AROUND THE WRIST: 

Inspired by a holly wreath, each 

of the 557 round diamonds is 

individually set by hand on the white 
gold bracelet. It's a quartz watch with 

hour and minute hands in an 18-carat 

white gold case set with 64 white 

diamonds and is water resistant up 

to 30 m. Time setting is by means of 

a corrector on the caseback. 


PRICE: Rs 68.2 lakh 
MADE IN: Switzerland 


. PRESENCE IN INDIA: Jot Impex Pvt. 
Ltd., New Delhi. Tel: 011-40519090 


. WEBSITE: www.harrywinston.ch 


| All prices are Indian list prices except* 





Rolex Daytona | 
White Gold 


WHAT'S AROUND THE WRIST: 

This 40 mm self-winding watch 

comes in white gold. The dial is 
paved with diamonds adding the 
requisite glitter for its feminine audi- 
ence. The bracelet is made in intricate 
patterns of white gold. 


PRICE: Rs 35 lakh 
MADE IN: Switzerland 


PRESENCE IN INDIA: Johnsons & Co, 
Connaught Place, New Delhi. 
Tel: 011-41513110 


WEBSITE: www.rolex.com 





Harry Winston 
Marquesa Diamonds 
Drop 


WHAT'S AROUND THE WRIST: It's like 
diamonds were going out of fashion, 
and how! There are 321 diamonds 

all over its body—115 on the dial, 168 
on the platinum bracelet and 38 on 

the bezel. The movements are quartz 
with indication of hours and minutes. 


It has anti-glare sapphire crystal on both 


sides and is water resistant up 
to 30 m. 


MADE IN: Switzerland. 
PRICE: $500,000 (Rs 2.2 crore)* 


PRESENCE IN INDIA: Jot Impex Pvt. Ltd., 


New Delhi. Tel: 011-40519090. 


WEBSITE: www.harrywinston.com 
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Chopard Classique 
Femme 















WHAT'S AROUND THE WRIST: 
The Classic Femme is made of noble 
white gold. It's simple and 
sophisticated in its looks and 

makes for a perfect 

all-time wear. 


PRICE: Rs 9 lakh 
MADE IN: France 


PRESENCE IN INDIA: Johnsons & Co, 
Connaught Place, New Delhi. 
Tel: 011-41513110 


WEBSITE: www.chopard.com 


* International dollar price converted 
into Indian rupees 








Bvigari Assioma 


WHAT'S AROUND THE WRIST: 

Its design incorporates two curved 
arches that hold the case with a 

highlighted Bvlgari logo. Mechanical 
with automatic winding, it comes in a 
steel case and sports a mother of 

pearl face, which is protected 

by a sapphire crystal. The digits 

on the watch are diamond- 

studded, and the strap is made 

of alligator leather skin. 


MADE IN: Switzerland 
PRICE: Price on Request 


PRESENCE IN INDIA: Bvlgari 
Boutique, The Taj Mahal Palace and 
Towers, Apollo Bunder, Colaba, 
Mumbai. Tel: 022-22885052/53 


WEBSITE: www.bvigari.com 





SOUMIK KAR 





Bvigari Ergon 


WHAT'S AROUND THE WRIST: 
Asporty, yet elegant watch prized 
for its ergonomic shape and dynamic 
style, its bracelet is integrated with 
the arched case. A mechanical 
movement with automatic winding, 
it is encased in steel with a mother 
of pearl dial which is protected by a 
sapphire crystal. Digits on the watch 
are marked with diamonds while 
the strap is made of alligator skin. 


MADE IN: Switzerland 
PRICE: Price on request 


PRESENCE IN INDIA: Bvigari 

. Boutique, The Taj Mahal Palace 
and Towers, Apollo Bunder, 
Colaba, Mumbai. 

Tel: 022-22885052/53 


WEBSITE: 
www.bvigari.com 
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Patek Philippe 
Complicate 


: WHAT'S AROUND THE WRIST: 

' White rules, and how! Complicated 
. comes in a white gold case and 
sports a white crocodile skin strap. 

| The case and crown are set with 445 
. diamonds while the buckle is 
-studded with 27 diamonds. 

| It has an annual calendar and 

- moonphase display. 


PRICE: $43,200* (Rs 19 lakh) 
MADE IN: Switzerland 


| NEAREST SHOP: Geneva Master Time 
| Pte Ltd., 501, Orchard Road - 

. 16-01 Wheelock Place, Singapore. 

. Tel: 00-65-67321506 


WEBSITE: www.patek.com 
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. WHAT'S AROUND ax ee 
. THE WRIST: Himalaya A 

| is just as grand as the VSee 
. name suggests. A classic VETeSG 
- watch with a white gold ; 
: dial paved with diamonds, 
it gets its unique look from 

the black leather strap. 


PRICE: Rs 17 lakh 
MADE IN: France 


PRESENCE IN INDIA: Cartier, Hotel 
Maurya Sheraton, Sardar Patel Marg, 
New Delhi. Tel: 011-26112233 

- WEBSITE: www.cartier.com 


'*International dollar price converted 
into Indian rupees 
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LOM \G shopping 


http://shopping.indiatoday.com 








Bag great deals @ the hottest 


Online Shopping Mall! 


3 vi 





Rico Pop Up Toaster go entia Ethnic rics id Pendant 
MRP-Rs-1025 
Spl. Price: Rs 899 Nb din inte Price: Rs 2088 "b Elie Price: Rs 8500 
Bedsheet & Pillow Covers y 
Spl. Price: Rs 





IFB Microwave 


Spl. Price: Rs 3990 





Mat and Napkin Set 


MRP-—-Rs-1375 
Spl. Price: Rs 1100 


£0/L0 OD.LI 








Rico Juicer Tea Cosy Set Table Cover And Napkin Set 


Spl. Price: Rs 1399 Spl. Price: Rs 250 Spl. Price: Rs 850 


Log onto http://shopping.indiatoday.com 


Hurry! Limited period offer iiri E n 
Shipping and handling charges extra mall 
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Women's Accessories 








HANDBAGS Too Wanna Have 


There's a whole universe of 
accessories that's perfect for 
today's trendy woman. 
SHIVANGI MISRA 


Party handbag 
price: On request 


Limited edition Milan Fashion Week 
bags with Swarovski crystals 

e: Rs 32,000 (matt finish) and 
Rs 36,000 (leather finish) 





Tan brown leather handbag with a hint of gold 
price: On request 





Clutch bags 
price: RS 12,000 (Shiny Pink); Rs 20,000 (Off White); 
All prices are Indian list prices Rs 21,500 (Pure Black) 






Aigner 
Brown vegetable-tan 
leather bag 

price:RS 75,000 
















WALLETS 


Black leather ladies wallet 
price: RS 13,500 (long), 
Rs 20,000 (short) 


Valentino 
Light brown leather handbag 
price: RS 1,20,000 





Glam purses for women who like bling 
Rs 1,15,000 
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Women's Accessories 


BELTS 








Pure black shiny leather belt 
price: On request 


Blue and orange leather belts 
price: Rs 6,500 


Da Milano 
Orange and brown leather belt 
price: On request 
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price: Rs 90,000 


A 


Valentino 
Wallet and belt set in animal 
fur finish 


» d neice: Rs 60,000 






SHADES 


Chanel 


Blue-tinted shades from the Classic Meets 
Modern Collection 
price: On request 


Chanel 


Gradient sunglasses 


On request 


Aigner accessories available at: 
Aigner, ITC Maurya Sheraton and 
Towers, SP Marg, Delhi 


Montblanc accessories available 
at: The Montblanc Showroom, 
Taj Mansingh Hotel, Mansingh 
Road, Delhi 


Valentino accessories available 
at: Valentino, Shangri-La Hotel, 19 
Ashok Road, Delhi 


Hugo Boss accessories available 
at: Hugo Boss, The Oberoi Hotel, 
Dr Zakir Husain Marg, Delh 


Bvlgari accessories available at: 
Bvlgari, The Oberoi Hotel, 
Dr Zakir Husain Marg, Delhi 


Da Milano accessories available 
Montblanc at: Da Milano stores in Delhi and 
Sliding Star Collection Mumbai 


price: Rs 12,600 
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Women’s Perfumes 


Scents 


or the 
Sensuou 


Woman 


They are invisible... but nothing makes 
heads turn as these perfumes. They make 
your most unique style statement...Here's 
a list of the world's most sensuous women's 


scents; they seduce the very instant they 
breeze over your skin. 
TEJASWI RATHORE AND TEJEESH N.S. BEHL 


Prices mentioned are international dollar prices converted into Indian rupees 


60 





WHAT SETS THE SENSORS ON: 
Created in 1921, it's classified as a ref- 
ined, floral, soft fragrance. Utterly and 
unmistakably feminine, the scent offers 
a blend of modern florals and balanced 
notes. In one word, Chanel # 5 remains 
an eternal favourite across generations. 


PRICE: $1,853 (Rs 81,500) for 15.2 oz 


PRESENCE IN INDIA: Chanel, The 
Imperial, Delhi 
WEBSITE: www.chanel.com 


WHAT SETS THE SENSORS ON: Its price— 
it's the world’s most expensive fragrance— 
is not so much for the ingredients as for 
the bottle, which is made from Baccarat 
crystal. It has an 18-carat gold collar and 

a 5-carat white diamond at its crest. As 

for its composition, the perfume contains 
the base of Clive Christian's No.1, including 
the ylang ylang and Tahitian vanilla, which 
takes six months to crystallise and lends it 
a delicate touch. Add to that lemon, carna- 
tion, bonzoin, cardamom and bergamot. 
Only 10 bottles were created, of which 
three remain unsold. 


PRICE: $215,000 (Rs 94.6 lakh) for 16.9 oz 
PRESENCE IN INDIA: On order 
WEBSITE: www.clive.com 


as 
ANGEL EAU DE 
PARFUM SPRAY 


WHAT SETS THE SENSORS ON: 
In vogue since 1992, when it 
debuted on the world stage, 
Thierry Mugler's Angel Eau 

De Parfum Spray is classified as 
a refreshing, oriental, woody 
fragrance. This feminine scent 
charms with its blend of vanilla, 
sandalwood and patchouli. 
Accompaniments include fruity 
notes of fresh citrus, melons, 

es and plums. 


CE: On request 
INCE IN INDIA: On order 
E: www.thierrymugler.com 





















SHA UMS' > 
SHAL 

WHAT SETS SENSORS ON: 
This limitec n fragrance 
embodies : ‘ness of sandle- 
wood and the base, while 


and coriander 
s. Tuberose and 
? fragrance, and 


neroli, ylan 
add the hic 
tiare rour 


reportedh out the essence 
of a wom er beauty. 
PRICE: $« 39,600) for 2.2 oz 
PRESE! INDIA: On order 
WEBSI v.shalini.net 
























PURE PURPLE ME > 


WHAT SETS THE SEN ON: 

Pure Purple by Hugo B à new 
addition, created in 20€ while 
quite young, it incorpore ixture 
of nectarine, cyclamen, jolet, 
amber, white suede anc pan. 


PRICE: On request 


PRESENCE IN INDIA: H 
The Oberoi, Delhi 


WEBSITE: www.hugoboss. 





S' 24 
W F/ RG 
WHAT ! 
24 Faubourc 
scent. This femit 
fragrance contains re 
orange blossom. Only 1,06 
these limited edition bottles 
have been released worldwide. 
PRICE: $1,500 (Rs 66,000) for 1 oz 
PRESENCE IN INDIA: On order 
WEBSITE: www.hermes.com 









NSORS ON: 
sic Hermes 












JEAN PATOU'S JOY Y 


WHAT SETS THE SENSORS ON: Introduced 
in 1935, Joy remains one of the world's most 
exquisite perfumes due to its unusually costly 
ingredients. It uses 10,600 

flowers and 28 dozen roses 

of which a tenth is rare -—- 
Bulgarian roses. Jasmine 
and Rose form the base of 
this perfume. 


PRICE: $800 (Rs 35,336) for 1 oz 
PRESENCE IN INDIA: On order 
WEBSITE: www.jeanpatou.com 
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A. PAUL SMITH FLORAL 





































Women's Perfumes 


CES DE CARTIER 


SETS THE SENSORS 

lices De Cartier Eau De 

Spray by Cartier is a 

nd mischievous 

> in which frosted 

eals a hint of 

1 fruit’. At its heart, 

à floral wave of 

eesia and violet. 

5ods and amber 

fragrance a touch of 
ation. 

Rs 3,314 for 1.7 oz 

NCE IN INDIA: Cartier, 

aurya Sheraton, Sardar 

arg, Delhi 

BSITE: www.cartier.com 
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PERFUME 


WHAT SETS THE SENSORS ON: 
Paul Smith's Eau de Parfum Spray 
tingles the senses with notes of 
orange, grapefruit, ginger and 
water lily. Light and fresh, it then 
blends in white magnolia, orchid 
and osmanthus blossom. The 
finishing is provided by woods, 
musk and tonka beans. 
PRICE: On request 
PRESENCE IN INDIA: On c 


WEBSITE: www.paulsmith 


à DI GIO 
EMME 


ETS THE SENSORS ON: 

J of warm, floral aquatic 

ouched by the ocean breeze. Its 
| the perfume captures the 
essenc dise. Well, we can't certify 
that, bt blend fresh 

notes of f pear with an 

armful of h smine, rose and 

lily. At its base qusk and 
sandalwood to Cal enses 
with sensuality and 


PRICE: On request 
PRESENCE IN INDIA: O 
WEBSITE: www.giorgioarma 
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FORM - IV 


Place of 

Publication: New Delhi 

Periodicity of its 

Publication: Monthly 

Printer's Name: Pavan Varshnei 

Nationality: Indian 

Address: K - 9, Connaught Circus, 
New Delhi - 110 001, 

Publisher’s Name: Pavan Varshnei 

Nationality: Indian 

Address: K - 9, Connaught Circus, 
New Delhi - 110 001. 

Editor's Name: Sanjoy Narayan 

Nationality: Indian 

Address: K - 9, Connaught Circus, 
New Delhi - 110 001. 

Names and Address of individuals who own the 

newspaper and partners or shareholders holding 

more than one per cent of the total capital 


Owner: M/s. Living Media India Limited, K - 9, 
Connaught Circus, New Delhi - 110 001. 


Shareholders holding more than one per cent of the 
total capital of the owner company: 


1. Mr. Aroon Purie, 6, Palam Marg, Vasant Vihar, 
New Delhi - 110 057. 
. Mrs. Rekha Purie, 6, Palam Marg, Vasant Vihar, 
New Delhi - 110 057. 
3. Mr. Ankoor Purie, 6, Palam Marg, Vasant Vihar, 
New Delhi - 110 057. 
4. Mrs. Mandira Purie, (Fawcett), 5, Carlow Avenue, 
Napean, Ontario, K - 2 GPO 9, Canada. 
5. Mrs. Madhu Trehan, C - 19, Malcha Marg, 
New Delhi - 110 021. 
6. The All India Investment Corporation Private 
Limited, K - 9, Connaught Circus, 
New Delhi - 110 001. 
7. World Media Private Limited, K - Block, 
Connaught Circus, New Delhi - 110 001. 


Mm 


|, Pavan Varshnei, hereby declare that the particulars 
given above are true to the best of my knowledge 
and belief. 


Sd/. Pavan Varshnei 


Dated: March 1, 2007 Signature of Publisher 
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that improve education for our children, 
and the environment, please visit: www.baur 


BAUME & 


GENEVE -1830 === 


ndi | 
Authorised Sole Agent in India: Jot Impex Pvt. Ltd., New Delhi Tel: 4051 9090, Fax: 40519092 

Exclusive Baume & Mercier Corners: Chandigarh: Talwar Jewellery House Tel: 2705151 Hyderabad: F 1 Time Machine Tel: 23376296 
Kolkata: Exclusive Lines Tel: 30992027 Mumbai: Pallazzio Tel: 5560 3050 Swiss Paradise Tel: 28383501 New Delhi: World of Watches 
Tel: 29234545 

Authorised Baume & Mercier Retailers: Ahmedabad: Pallazzio Tel: 55315630 The Golden Time 1 Tel: 2644 1420 The Golden Time 2 
Tel: 30911313 Bangalore: Ethos Tel: 41130611 Rodeo Drive Tel: 22271977 Chandigarh: Ethos Tel: 5086480 Chennai: Beyond Luxury 
Tel: 42143131 Helvetica Tel: 28490015, Kolkata: Exclusive Lines Tel: 22820626 Ludhiana: Ethos Tel: 5088224 Mumbai: Ethos 
Tel: 56406991 Swiss Gallery Tel: 23520903 Time Avenue Tel: 26515757 Watches of Switzerland Tel. 26402511 New Delhi: Beyond Luxury 
Tel: 29522212/13 Johnson & Co. Tel: 41513110 Johnson Watch Co. Tel: 24642299 Kapoor Watch Co. Tel: 24693712 Pune: Ethos 66204497 
Baume & Mercier Authorised Service Centres: Chennai: The Helvetica Tel: 28490015 Mumbai: Marks & Co. Tel. 22670999 New Delhi: 
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www.parx.co.in 


Catch up with life 


GIES Exclusive Stores: Delhi: Ajmal Khan Road, Karol Bagh, Tel: 011-25744433. Kamla Nagar, Tel: 01 1-47001516. Pitampura, Tel: 011-475627750. * Chenr 
CitiCentre, Tel: 044-43577333. * Ghaziabad: Pacific Mall, Tel: 0120-4119144. * Ahmedabad: C.G. Road, Tel: 079-26440067. * Lucknow: Zee M 
Tel: 0522-3915662. * Pune: J.M. Road, Tel: 020-25539052. * Opening soon: Surat: Iskon Mall. * Vashi: Sector 19-D, Palm Beach Galleria. 


Available at RaVImona. CENTRAL, pramyd and multi-brand outlets. For corporate enquiries please write to us at parx@raymondindia.com — "i 
LLL 4I entsumarcom/200; 
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BATHING LUXURY 


rokaindia.com 


Massage Bathtub A510 
1850 x 1500 x 720 mm 


Luxury at its best 


Submerge in the whirlpool of luxury or simply appreciate the style 
Glamourous is the ambience, that skips your heartbeat for a while 


Indulge in the ocean of serenity, that makes your bathing worthwhile. 


spocoadyv.conybtmore147 


Multifunctional Steam Rooms | Massage Bathtubs | Shower Rooms | Shower Systems | Bathroom Furniture | Bathroom Fittings 


Roka Decoré, SCO 302, Sector 29, City Centre, Gurgaon Ph.: 0124-4269380 (M)9818174167 Area Representative : Delhi & NCR , 9818174167 

Dealers : Delhi ‘Bath & Marbles: 9810145352, Kanwar Sanitations: 011-20540627, 9312225336, Mumbai: C. Bhogilal West End: 022-26719224 Fax:022-26719200 

Kolkata: Karnika Sanitaryware 033-22822429. Chennai : Choudhary Agencies: 044-26681235, 9444016550, Hyderabad: Hanuman Enterprises: 040-24742421, 9848884402 
Visakhapatnam: Excel World: 0891-2715076, 9885327155 Trivandrum: Modern Agencies : 0471-3018245, 9847068001 Goa: Saglani Enterprises: 22715207, 22736655 
Dehradun: Dehra Sanitary Store: 0135-2624843, 9897636327, Ruderpur: Alankar Bath Assets: 05944-246989, 9927177789, Jaipur: Kamal Sales: 0141-2704338, 9829014895 
Bhilwara: Pooja Commercial House 01482-221527, 98299065271, Chittorgarh : Shagun: 01472-248508, 9414110270, Dhanbad: Tiles Centre : 0326-2305216, 9431121387 
Chandigarh Bansal Sanitary Stores : 0172-2734067, 9815012290, Amritsar. Rohit Sanitary Store: 0183-2551782, 9872851782, Jalandhar: Kohinoor Sanitations: 0181-5093737, 9815193243 
Ludhiana: AKC: 0161-2300064, Shahkot: Duggal Brothers: 01821-260099, 9216660699, Nawashahar: Ujagar Mal & Co.: 01823-309548, 9814655148 
Bhatinda: Bharat Glass House : 0164-2252181, 9814031877, Batala: Verma Bath Collection: 01871-500089, 9815988000, Patran: Ganpati Marble & Sanitary House: 01764-395213, 9814274868 


IAS AMZ Corporate Off.: Roma International Pvt. Ltd. C-568, Saraswati Vihar, Main outer ring road, Pitampura, Delhi - 110 034 Tel.: 2703 5377 / 78 Fax : 2703 5379 email : info@rokaindia.com 
C dix 
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Summer Style 





OOK GOOD, FEEL GREAT; THAT'S THE MANTRA FOR THE MEN AND WOMEN WHO WALK THE 

corridors of power in India Inc. And increasingly, they are looking at 

sartorial options beyond the dull and dark options that were almost 
their uniform till a few years ago. Natty dressing is not just a reflection of 
the power corporate top honchos wield, but are also an extension of 
their personalities. 

The best part, of course, is that formal work-wear choices come in a 
range of fabrics specially designed to see these, and other, people through the 
scorching Indian summer and keep them cool through the day. This also means 
that one doesn't need to sacrifice one's style quotient at the altar of the 
weather. 

And while work life today extends beyond office hours, it is certainly not 
necessary that your office wardrobe should follow you all the time. Letting your 
hair down in informal company is perfectly acceptable; this means you have 
full freedom to let the colours into your life and allow your wardrobe to make 
a casual style statement. That's why this issue of BT More carries advice on all 
you need to ensure that your wardrobe is well stocked for the season that has 
already begun in right earnest. 

Of course, style is not just limited to western formals and casuals but enc- 
ompasses a range of Indian ethnic chic that looks as elegant as it is elo- 
quent. And yes, this range offers women far greater choice than men. 

But summer being summer, it does take a toll on you, so that by the end 
of the day, many of us look like we have stepped off the field after a game of 
rugby. So, how will you remain cool while the mercury soars outside? Read the 
BT More Style Guide and beat the heat at its game. 

Happy power dressing. 
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Some addresses are 


Fashion statements! 


How you dress tells all about you and your attitude, and your address makes that statement complete. 


Be poised while choosing an address for yourself. 


305, Arunachal Building, 19, Barakhamba Road, Connaught Place, New Delhi-110001 
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FASHION FUNDAMENTALS IN THE STIFF-STARCHED 
ENVIRONS OF CORPORATE CORRIDORS NEED NOT 
ALWAYS BE BLAND. WITH A LITTLE BIT OF EFFORT, 
POWER EXECUTIVES CAN BLAZE THEIR WAY 


THROUGH THIS SUMMER—IN STYLES THAT ARE AS 
HAUTE AS TH EY ARE COOL. TEJEESH N.S. BEHL AND TEJASWI RATHORE 














CORNELIANI 

WHAT'S ON YOU: A three button Corneliani pin-stripe linen blazer with clean-fit Corneliani 
trousers with double pockets on the side and front—a new concept. Team up with 

a white cotton Cadini shirt and accessorise it with a Corneliani striped belt. 

PRICE: Rs 53,500 (jacket); Rs 12,900 (trousers); Rs 5,200 (shirt); Rs 11,200 (belt) 

WHERE: Blues Clothing Company, G-13, South Extension-Il, New Delhi. 
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Summer Formals 


MANZONI 


WHAT'S ON YOU: 

For those who would 
like to step a little 
away from the crowd 
but within the realms 
of correctness, go for 
the deep chocolate 
brown Manzoni linen 
suit, brown cotton 
shirt and brown shoes 
by Ecco. 

PRICE: Rs 9,999 (suit); 
Rs 2,600 (shirt) 
WHERE: Manzoni 
stores across the 
country 





ROHIT BAL 


WHAT'S ON YOU: The summer’s colour, no doubt—it 
not only keeps you cool but is also a cool eye candy 
for others. A cross between turquoise and moss green, 
it’s worn with a Rohit Bal white leafy 

embroidered shirt and brown leather shoes from Ecco. 


PRICE: On request 


WHERE: Rohit Bal, Crescent Mall, The Qutab, 
Lado Sarai, New Delhi 
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PAL ZILERI 
CEREMONIA 


WHAT'S ON YOU: The 
sexy conservative— 
a self-striped black suit 
with a dazzling white 
Pal Zileri shirt and a 


blue perpendicular striped tie. 


Complete the look with black 
leather buckle shoes from Pal 
Zileri and you could end up 
closing the most impossible 
deal in corporate history. 
PRICE: Rs 79,999 

WHERE: Pal Zileri, 
InterContinental Hotel, Nehru 
Place, New Delhi 











ALLEN SOLLY 


WHAT'S ON YOU: 

A three-button Allen 
Solly linen jacket with 
straight-fit Allen Sol 
trousers. Wear thé 
with a blue cotton 
Allen Solly shirt. 
PRICE: Rs 3,995 (jacket); 
Rs 1,999 (trousers); 

Rs 1,699 (shirt) 

WHERE: Allen Solly stores 
across the country 
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CORNELIANI 


WHAT'S ON YOU: You'll be 
instantly spotted and admired 
with this look. The two-button 
90 per cent flax linen and 10 
per cent silk jacket with a 

pure linen shirt and pure cotton 
trousers is comfortable and 
classic. And defining your look 
is a Versace leather belt with 

a suede finish. 


PRICE: Rs 64,400 (jacket); 

Rs 11,200 (trousers); 

Rs 9,650 (shirt) ; 

Rs 5,200 (tie); 

Rs 11,400 (belt) 

WHERE: Blues Clothing Company, 
G-13, South Extension-l, 

New Delhi 
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Some 

ole 

go to great 
engths to 
keep frt. 
Some 
Just srt 
around. 


Sitting around is not all that unhealthy If you're sitting on an Optima 





















chair from Featherlite. The chair's back and the seat move in tandem, in 
ad ratio of 3:7; mimicking the natural movement of the spine. The Gas lift 
technology allows the height of the chair to be adjusted easily, and the 
armrest height is adjustable as well. The depth of the seat suits peopl 

different he onts, and the Dackrest Hits with variable resistance. Just 


experience sitting in an Optima once. And vou ll be talking about it eve 


twenty years later 


Optima 


#2, Timberyard Layout, Mysore Road, Bangalore 26, Ph: 080 26744047 / 5002 / 2307. Fax: 080 26740449 Email: sales&featherliteindia.com www.featherliteindia.com 
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ALLEN SOLLY 
WHAT'S ON YOU: 

A sky blue Allen Solly 
cotton shirt worn 
with straight-fit 

Allen Solly trousers. 
PRICE: Rs 1,399 (shirt); 
Rs 1,999 (trousers) 
WHERE: Allen Solly 
stores across the 
country 


PAL ZILERI 

WHAT'S ON YOU: Corduroy's back, and how! Dare 
the boardroom with Pal Zileri's brown corduroy 
suit, a vanilla white shirt and brown leather shoes. 
PRICE: Rs 79,999 (suit); Rs 9,999 (shirt); 

Rs 25,999 (shoes) 

WHERE: Pal Zileri InterContinental Hotel, 

Nehru Place, New Delhi 
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NARENDRA KUMAR 


WHAT'S ON YOU: A green suit teamed with a 
self-striped Rohit Bal shirt with Carlton black 
leather shoes. 

PRICE: On request 

WHERE: Narendra Kumar, The Crescent Mall, 
The Qutab, Lado Sarai, New Delhi 
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VERSACE 


WHAT'S ON YOU: 
There's nothing 

to beat this "very 
Versace look" for a 
board meeting this 
summer. 

A macrolite black suit 
on a soft pink shirt is 
just about as classic 
as it can get. And to 
further refine the look 
are the crocodile 
leather Versace belt 
and shoes. 


PRICE: Rs 42,995 (suit), 
Rs 13,700 (shirt), 

Rs 7,400 (tie), 

Rs 10,400 (belt), 

Rs 26,000 (shoes) 
WHERE: Blues Clothing 
Company, G-13, South 
Extension-1, 

New Delhi 
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R 
CORNELIANI 


WHAT'S ON YOU: Well, here 
the colours are calling 
summer and the fabric— 
macrolite woollen suit 

(yes, experts say some 
woollen weaves can be worn 
comfortably in summer)— 
justifies the same. The 
three-button beige suit is 
teamed with a summer-blue 
shirt and a grey and yellow, 
horizontal striped tie. 

PRICE: Rs 65,000 (suit); 

Rs 11,000 (shirt) and 

Rs 5,200 (tie) 


WHERE: Blues Clothing 
Company, G-13, South 
Extension l, New Delhi 





HUGO BOSS 


WHAT'S ON YOU: This one is 
for the style-drivers—a dark 
blue facade with blue 
vertical stripes coupled with 
a plain blue shirt and a deep 
blue tie with horizontal 
stripes. Complete the 
boardroom look with Hugo 
Boss black leather shoes. 


PRICE: Rs 70,625 


WHERE: Hugo Boss, The 
Oberoi Hotel, New Delhi 
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HUGO BOSS 


WHAT'S ON YOU: 
A dull grey back- 
drop gives a striking 
contrast to the light 

grey horizontal 

stripes that are 
jazzed up with a 
deep lavender shirt 
and a matching 
striped tie. Couple 
that with black 
leather sole savers 





and a black 

AP leather belt. 
PRICE: Rs 39,200 (suit); 

MANZONI Rs 6,835 (shirt); 
WHAT'S ON YOU: A toss between grey and Rs 4,450 (tie); 
mustard brown dolled up with yellow and Rs 10,400 (belt); 
Rs 17,100 (shoes) 


grey thin vertical stripes, power-equipped 
with a Manzoni yellow self-striped shirt 
and a matching striped tie. And to make 
the outfit snazzier, check-in with brown 
leather shoes from Van Heusen 


PRICE: Rs 23,500 (suit); Rs 6,000 (shirt); 
Rs 2,599 (tie); Rs 2,999 (shoes) 


WHERE: Manzoni stores across the country 


WHERE: Hugo Boss, 
The Oberoi Hotel, 
New Delhi 
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MICE r 


Meetings incentives, Conferences A Exhibitions 
No one understands MICE like we do 


N GPS C 





Picture courtesy: Taj Hotels 


A Cox & Kings MICE is an experience unlike others. That's because we've put together the finest venues 
and destinations, the finest experiences and the finest team of people who can fulfill all your requests. 
No wonder we've been acknowledged as the best MICE operator, seven years in a row. 








THE COX & KINGS MICE ADVANTAGE 


* Planning of the event * Venue selection + Accommodation from budget to luxury hotels « Travel - road, rail, air & local transport 
management * Assistance at the venue + Plan and execute day program and evening entertainment « Cost effectiveness & value for 
money * Financial and budgetary control * Effective logistic management « Reliable and professional escorts 


And above all an exclusive Cox & Kings experience... 
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National Tourism Award, National Tourism Award "Best Domestic Tour Operator" "Best Outbound Tour Operator" 
Ministry of Tourism, Govt. of India Ministry of Tourism, Govt. of India awarded by Galileo Express Travel awarded by Galileo Express 
Best Conference Agency "Best Domestic Tour Operator" & Tourism Award for last 3 vears Travel and Tourism Award 
for the last 7 vears for the last 3 years 





(Ox Kings 


ESTABLISHED 1758 





Email at: meetings@coxandkings.com or visit www.coxandkings.com 
Delhi Office: Indra Palace, H - Block, Connaught Circus, New Delhi 110 001. Tel: +91 11 4129 7926. Fax: +91 11 4151 3822. 
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STYLE FA 


Here are the answers to questions you always wanted 


to ask but didn't know whom to ask. 


The classic office attire—dark suit, light shirt, Repp or patterned tie and 
black or tan shoes with matching belt—will never go out of fashion. The only 
problem is that it is sometimes uncomfortable to carry it off through the 
hot Indian summer—despite the air-conditioned offices and cars. But you 
needn't trundle through summer looking like a stuffed crab. And while em- 
phasising comfort, you can dress in a way that makes you look taller, smaller, 
trimmer or broader, depending on how you want to appear to people. 











What are slim-fit shirts? 


If you're going to wear a shirt (and no jacket) at work all day, you'd better 
make sure that it's a perfect fit. Slim-fit shirts, that move with your body and 
fall well, are in, but you need a well-toned physique to carry them off. 
Remember, slim-fit does not mean a tight-fit. Avoid shirts that are too long; 
they tend to gather around the waist, giving you an unkempt "ballooned 
out" look. But if you have more curves than Pamela Anderson, then slim-fits 
aren't for you. Go for the comfort look; here, you must keep in mind that it's 
not very comfortable to move around in a sack, so choose these with care. 


Does your wallet affect your looks? 


Yes, and not just because you can afford to go under the 
knife. Many people carry large overloaded wallets in 
their hip pockets, causing their trousers to stretch. This ru- 
ins their fall and gives the wearer an ungainly profile. Our 
advice: rid your wallet of all the useless papers, visiting 
cards, coins and other things you've stuffed into it. 
Wallets are meant for money, credit cards, driving licence 
and the like. Carry everything else in your briefcase. And 
yes, buy yourself a card wallet for your visiting cards. 





How can you look taller? 


No, BT More is not about to reveal a secret method of adding inches to your 
stature. But if you still want to look tall (or, at least, taller than you are), then 
start wearing pinstripes. This has to do with an optical illusion: when peo- 
ple's eyesight is trained at a pinstripe, the body appears taller (or longer) than 
it is. This creates an illusion of some extra height. If you're wearing a jacket, 
make sure that it covers your bottom, but doesn't extend too far below it. 
This will highlight the line of your legs and make you seem taller. 





What should you 
wear to work? 


If you don't have any high 
voltage meetings planned 
for the day, it's perfectly 
acceptable to wear 
formal trousers, in 
black, navy blue, grey, 
brown or beige, with 
white, blue, cream or 
baby pink shirts. Striped 
or checked shirts in sober 
colours will do just as well. 
Some people prefer to 
wear ties with this 
combination; that, too, 

is acceptable. However, 

if you have an important 
meeting, it will be a good 
idea to slip on a jacket. 
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How can you look thinner and smaller? 


This is for all those beefy six-footers with barrel chests and for those calorie 
junkies with out-of-control “middle kingdoms”. If you want to play down your 
size, wear trousers and shirts in starkly contrasting colours, for example, black 
and white. Like in the previous example, there’s an optical illusion involved here. 
The contrasts divide the body (visually) into two discrete halves, forcing the 

eye to consider the two parts separately. This creates an illusion of smaller size. 


How can you look bigger? 


Simple; dress in layers. Wear a vest under your shirt and slip on a jacket or a 
blazer on top of it. This will create an illusion of (a little more) bulk. Also, if 
you're thin, wear shirts with horizontal stripes; this will "broaden" your 
shoulders and "add" inches to your torso. 





What are Selvage jeans? Can you wash them normally 
like other garments, or will they lose colour? 


These jeans are made from Selvage denim which 
is woven on old-school shuttle looms that weave 
the cloth with a continuous cross thread, called the 
weft. This way, it creates a "self edge" (from 
which Selvage is derived). Selvage denims are 
heavier and more expensive than normal denims. 
Raw Selvage denims are dyed in synthetic or nat- 
ural indigo and are never washed after the dyeing 
process; so, they lose a lot more colour during the 
first few washes than normal denim. If you want 
to maintain the original dye longer, turn them 
inside out and wash in cold salt water. 


> 





What about black jeans? Is it okay for 
middle-aged guys to be wearing them, or 
are they just meant for punks? 


It's a perfectly acceptable form of dressing up regardless 
of your age. A plain white shirt or a sober T goes well with 
black jeans. 








Is it all right to wear dress shirts 
untucked? And what should you do 
with the extra buttons at the bottom 
of such shirts? 


No; wearing dress shirts untucked is very poor form. If you 
want to wear your shirt-tails out, buy Hawaiian or other shirts 
that are cut square at the bottom. If, however, the shirt is shorter 
at the sides than it is in front and at the back, then it's meant to 
be tucked in. As for the buttons... leave them where they are. 





What should you do if 
standard readymade 
shirt sizes make you 
feel that you've come 
up with an unsolvable 
jigsaw—if the shoulders 
fit, the sleeves are too 
long; and if the sleeves 
are just right (i.e., they 
end an inch short of 
your knuckles in normal 
Standing position), then 
you feel your breath 
being squeezed out the 


moment you button up? 


Get your shirts 
tailored. Alternatively, 
buy the shirt that fits 
your shoulders and torso 
and get a tailor to alter 
the sleeves to your size. 
This will probably be 
cheaper than custom 
tailoring your shirts at 
any of the established 
haberdashers. 
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We would all love to have 
wardrobes full of clothes for 


all occasions. But what is the 
bare minimum that you, as an 











executive on the fast track, need 


this summer? SHIVANGI MISRA 
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The Formal look 


A must for all professionals. You must have black, 
navy blue, dark grey and beige trousers; these go 
well with almost every shirt, but make sure you 
have a few in white, cream and blue. You can 
also stock a few sober checked and striped shirts, 
just to break the monotony of plains. Black and 
brown leather shoes can be teamed up with almost 
all apparel, so ensure you have a pair of each. For 
the complete formal look, accessories are almost as 
important, so you'll need a black leather belt. Of 
course, you will also need a light colour linen suit, 
a blue or black double breasted blazer and a few 
ties in various sober shades. 





Casual look 


Commonly known as the week- 
end look, this is what you wear 
when you are chilling out with 
family and friends. Basic blue 
denim jeans are a good starting 
point. Cotton tees, striped, plain 
or with witty one-liners, are very 
standard and never go out of 
fashion. Then, cargos, khakis and 
shorts add variety and range to 
this look and go well with 
Hawaiian half-sleeve shirts. Invest 
in a good pair of sneakers for the 
sporty look; and also have a pair 
of floaters and sandals for the 
casual, summery feel. 
















Friday Dressing 


This is something that you wear 
when you're neither at work nor at 
home. Your Friday dressing clothes 
have to be stylish and trendy, yet 
comfortable, for you to party hard in. 
We suggest well-fitted full-sleeve 
shirts, preferably striped, and a basic 
dark grey or black pair of trousers. 
Friday dressing really is quite 
experimental where you mix and 
match clothes according to your style 
quotient. Suede shoes, instead of the 
usual leather ones, are an option 
here. But whatever you choose, 

pay special attention to cuts, as loose 
or ill-fitting clothes kill the Friday 
dressing look like nothing else! 





Weddings 


Slightly over the top, but one 
can never rule out the possi- 
bility of friends or relatives 
getting married in summer. 
This is one look where more 
is less. But the basic minimum 
you must have is a churidar 
that can be teamed up 
equally well with a kurta or 
a bandgalaa. To complete 
the Indian look, you must 
also have an achkan and a 
pair of classy nagre (ornate 


PHOTOGRAPHS: RITESH SHARMA Indian shoes). 


COURTESY: ELITE MODEL MANAGEMENT 
MODELS: RAJAT BHASIN. KARTIK KAPOOR 
STYLIST: DIVYA MAIRA MAHAJAN, RIN 
MAKE-UP ARTIST: DIVYA () 


Andhra Pradesh - Hyderabad : New Meena Bazar International Pvt. Itd., Bhagwati Textiles. Secunderabad : Woollen Fabrics. Bihar - Patna : Robinson, Saheb-n-sahiba. Chattisgarh - Bilaspur : Roop Varsha 
Raipur(c.g.) : Fashion House. Delhi - Panna Lal & Co., Rajat & Co., Sri Ram & Son, Varun Enterprises. Gujarat - Ahmedabad : Siddhi Clothing, Supremo Gentleman's Paradise. Anand : Kachin's. Navsari : Arpan, Shivam, Sutaria 
Cloth Store. Rajkot : Siddhartha Textorium P Itd, Surat : Bhagwandas & Co., Kumar Textorium, Teenagers Textorium. Vadodara : Pandav, Sachin's. Haryana - Ambalo : Vikas Agencies. Faridabad : Nanak Singh & Sons 
Hissar : Repal Fashion & Lives, Trends Corner. Jagdhar : Pawan Emporium. Karnal : Bharat Vastra Bhandar. Panipat : Mittal Garments. Rohtak : Anand Libas. Shimla : Rajpal Bros. Yamuna Nagar : Handa Cloth House 
Himachal Pradesh - Shimla : Kapur Sons, Tandon Cloth House. J & K Jammu: Puri Cloth House. Jharkhand - Hazaribag : Kashmir Vastralaya, Swadeshi Vastralaya. Ranchi : Ved Textiles. Karnataka - Bangalore : Sri 
Venkateshwara Textiles, Vimtex, Param Veer. Bijapur : Rupam. Davangere : Asha Deep. Hubli : Vanesons. Manglore : Apsara Textiles, Premsagar, Shimoga : Gandharva. M.P. - Bhopal: Bombay Cloth Store, Monsieur, New 
Bombay Cloth. Gwalior : Mittal Brothers, Sunderam Sales, Sundram. Mhow : Bombay Tailoring Shop. Ratlam : Roop Varsha. Ujjain ; Rajan Cut Piece Center. Maharashtra - Ahmadnagar : Kohinoor, Akola : Sangliwala Fashions 
Pvt., Aurangabab : Dulha Dulhan, Mishri Enterprises, Sajan Sarita. Dhule : Akashdeep, Vijay Cloth Stores. Jalgaon : Suresh Collection. Jalna : Mulchand Bhagawandas, Sagar. Kolhapur : S.k, Pantwalkar Kapad Dukan Trust 
Mumbai ; Tex Fab. Nasik : Deep Sons, Roopali, Vaishali. Pune : Jaihind Collection, Men's Avenue. Sangli : Govind Collection, Pise Collection. Satara : Roop Samir. Thane : MH A & Co, Nagrik. Meghalaya - Shillong : Roop Kala 
Uncle's Shop. Orissa - Bhubaneshwar : Satyam Shivam Sundaram, Alishan. Bhuvneshwar : Kala Mandir. Cuttack : Rajhans. Jharsuguda : Punjab Cloth House. Rourkela : Indera Fashions, Indera's. Punjab - Abohar : New Wear Well 





WWW. feorgeda 





Emporium Ambala City. Sialkot House Amntsar . Anil Traders, Bombay Selection House Batala * Singh Pagri House Bhatinda * Prem Saree Emporium. Chandigarh . Pooja Textiles. Kotakapura : Niranjan Singh DI Hate 
Fanika . Milka Raj Baldev Kishan. Hoshiarpur Vishal Silk Store, Gurudutt. jalandhar . Emsons. Ludhiana . Bee Kay Textiles, Bombay Mens Collection, Cheap Cloth House, Megh Raj Sheetal Parsad, Libas Shekhar Store, Shah: 
Libas, Moga . Gokel Chand Sadhu Ram, Sadhu Di Hatt, Muktser Ahuja Cloth House Nakodar: Nahuria Ram Dhir & Sons Nawan Shahar Surindra Fashion Cloth House. Pothan Kot: Ashoka Cloth House Phawara * Billa Sills 
And Sarees Rajasthan -Ajmer Uda: Ram & Sons Alwar . Fancy Cloth Store. Sefotre. Mas Amba Traders Bikaner : Radha Kishan Dilbagral Jaipur: Babu Lal Suresh Kumar, Moghalal Madan Gopal, Rishi Textile, Sanjay Textiles. 
Jodhpur [ohararmal Amarmal, Salera] Chandanmal. Shri Ganganagar . Bhagwat Store Skor’ Rawat Textiles. Udarpur : Minakshi, Moti Chand Narayan Das, Suni! Textile Tamili Nadu - Chenna: . Akki Fashions (Kachin'z), Martin 
Enterprises. Coumbctore: Sn Ganapathy Silks. Erode. Moth: Madura: «Shree Krishna. U.P. - Agra: Manoj Kumar & Co. Allahabad . A To Z, Choice Point, M/s Pappu Sdk Store P Ltd Aminabod. Geeta Vastralaya Boreilly. Anupam 
Etawah Sidhartha Textile P Ltd Forrukhabad Suraj Pd Virendra Kumar Firozabad . ryan Amir, Kamia Vastra Bhandar, Ghaziabad * Mangal Deep, New Vastralok Gorakhpur Govind Bhawan Vastralaya. Haldwani . Rohan 
Emporium. Hapur * Ramdass Mohanlal Maheshwari Hardor: Bhasin Sons Kanpur * Raj Kamals Selection House, The Continentals, Lucknow . H, Sugnamal, Abhishek Trader, Bharat Suiting Shirting, Calcutta Cloth House, Garho 
Bandra Meerut . Pindi Woollens, Ratan Cloth Store. Mirzapur : Vishwambhar Nath Vishwanth Ora: * Bombay Selection House. Roorkee Atam Prakash & Sons West Bengal - Kolkata . Essance, |.S.Mohamedally, Ritka, 
Saaket Textiles P Ltd ,SaharshFashionP Ltd. 
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Men in stiff starched collars also need 
to loosen up, even when they are in 
the formal confines of their work- 
space. So here are some chilled-out 
options for the power pack out to 
make a few style statements. 


TEJEESH N.S. BEHL, SHIVANGI MISRA AND 
TEJASWI RATHORE 














SARTORIAL SENSE: A white-on-white 
stripe shirt by Tommy Hilfiger 
teamed with light brown khaki 
linen trousers by Rohit Bal 
BOTTOMLINE: Price on request 
AVAILABLE AT: Tommy Hilfiger, 
MGF Mall, Gurgaon; Rohit Bal, 
Crescent Mall, The Qutab, Lado 
Sarai, New Delhi 
































SARTORIAL SENSE: 
Classic black and 
white full sleeves shirt 
from Hugo Boss, en- 
hanced with pin dot 
prints tucked neatly 
into dark grey linen 
trousers by Narendra 
Kumar 
BOTTOMLINE: Price On 
request (shirt); Rs 
3,200 (trousers) 


AVAILABLE AT: Hugo 
Boss, The Oberoi 











SARTORIAL SENSE: The sports bar look— 
Tommy Hilfiger cargos teamed with a 
black, yellow and white horizontal striped 
T-shirt from Nautica. For a snazzier look, 


Hotel, New Delhi; put on a red Nautica jacket 
Narendra Kumar, The Bottomline: Rs 2,095 (T-shirt); cargos 
Crescent Mall, The (Rs 5,500); Rs 7,395 (jacket) 


Qutab, Lado Sarai, 
New Delhi 


Available at: Nautica, South Extension-ll, 
New Delhi; Tommy Hilfiger, MGF Mall, 
Gurgaon 





PHOTOGRAPHS: RITESH SHARMA, COURTESY: ELITE MODEL 
MANAGEMENT, MODELS: VIKRAM PURI, RAJAT BHASIN, RAHUL 
KOHLI, ANUPAM SHARMA, STYLIST: RIN, MAKE-UP ARTIST: DIVYA 
$00D, LOCATION COURTESY: BLUES CLOTHING COMPANY, 

SOUTH EXT-I, NEW DELHI 
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SARTORIAL SENSE: 
Subtly contrast the 
mauve, blue and pink 
striped shirt from 
Tommy Hilfiger with 
grey Lacoste trousers. 
BOTTOMLINE: 

Rs 2,800 (shirt) and 
Rs 2,750 (trousers) 


AVAILABLE AT: 
Tommy Hilfiger, MGF | Q "s 
Metropolitan Mall, SARTORIAL SENSE: Match a smartly patterned 

Gurgaon; Lacoste black and white FCUK shirt with black 
stores across the Narendra Kumar trousers | 


country BOTTOMLINE: Price on request 


AVAILABLE AT: FCUK stores across the country 
(shirt); Narendra Kumar, The Crescent Mall, 
The Qutab, Lado Sarai, New Delhi 
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SARTORIAL SENSE 
These deep blue 
denim jeans by 
FCUK go very well 
with this Lacoste 
brown diamond 
print T-shirt. 
BOTTOMLINE: 

Rs 2,450 (T-shirt); 
price on request 
(jeans) 

AVAILABLE AT: FCUK 
stores across the 
country; Lacoste 
stores across the 
country 


SARTORIAL SENSE: If there's 

something beyond Friday | 

dressing, match this brown and | 
pink striped T-shirt and black 


jacket from Esprit with brown 
cargo trousers from Tommy | 
SARTORIAL SENSE: Match Tommy Hilfiger. 
Hilfiger's light blue denim BOTTOMLINE: Rs 6,500 (jacket); 
jeans with a light blue, brown Rs 1,999 (T-shirt; and Rs 5,500 
and white vertical striped shirt (cargos) | 
also from Tommy and AVAILABLE AT: Esprit, South 


transform yourself. 
BOTTOMLINE: Rs 2,500 (T-shirt) 
and Rs 9,310 (jeans) 
AVAILABLE AT: Tommy Hilfiger, 
MGF Metropolitan Mall, 
Gurgaon 


Extension-ll, New Delhi; Tommy 
Hilfiger, MGF Mall, Gurgaon 








b dh Va sar 
( E 
7 i 


Men's Casualwear 
uat l 

| 
| 


bt 




























SARTORIAL SENSE: Ermenigildo Zegna 
Jacket that's as techno-savvy as 
you—made of a micro-nylon 
technical fabric with fully taped 
seams to give it complete 
impermeability. An inside pocket 
accommodates and protects the 
‘iPod’ that is connected via a 
natural conductor tape to a clear 

| and easy-to-use control panel near 
| the left cuff. Comes in two : 
|, . versions—a % length and 
the other a bomber. 
BOTTOMLINE: On request 
AVAILABLE AT: Ermenigildo , 
Zegna, Taj Mahal 
Palace and Hotel, 
Mumbai 
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Men Women 
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Flagship Showrooms - NEW DELHI - 6 & 7, EE 
Exclusive Showrooms - AHMEDABAD: Rain Drops Mall 

Ph: 2533215 CHANDIGARH: SCO-34, Sector -17E COCHIN: Near 
28152555 COIMBATORE: D B Rd. (Opp ICICI Bank) Ph: 436918 
Wood Street Ph: 22815167 MYSORE: D Urs Rd. Ph: 4280815 N 
Noida PUNE: Nucieus Mall Ph: 26054155, 318/3, M G Rd. Ph: 


Also available at other Van Heusen Exclusive Showrooms, Planet F Shion, T Shoppers Stop, Central and all other leading menswear stores. 


Connaught Place. Ph: 43582681. C-15, Inner Circle, Connaught Place. Ph: 41513981. 


946754, SG Rd., Isckon Mall BANGALORE: Brigade Rd. Ph: 25585994, Garuda Mall Ph: 41531022 BHUBANESHWAR: Janpath 
Rd. Ph: 2365599 CHENNAI: 22, Nungambakkam High Rd. Ph: 42137977, Citi Centre Ph: 28477771, Alsa Mall Ph: 28554743, Kasi Arcade Ph 
Ph: 4378309 GHAZIABAD: Shipra Mall Ph: 3238970 GOA: M G Rd. Ph: 2224539 HYDERABAD: Somajiguda Ph: 66820733 KOLKATA: 
2, South Ext-Il Ph: 41647925, Cross River Mall, Shahdra Ph: 22303204, West Gate Mall, Raja Garden Ph: 45508033, Unitech Mall - 
DERABAD: Park Lane Ph: 27812423 SURAT: Megh Mayur Plaza, Parle Point Ph: 2256491 VIZAG: Sai Surya Complex, Daba Gardens 


Accessories 
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Men's Casualwear 


SARTORIAL SENSE: 
Cultivate the playful 
look; wear this brown, 
pink and grey check shirt 
from Esprit with a black 
Pal Zileri pullover and 
Hugo Boss jeans. The 
pullover, of course, is 
for the air-conditioned 
indoors only 

BOTTOMLINE: 

Rs 3,200 (shirt); 

Rs 16,990 (pullover) and 
Rs 9,310 (jeans) 
AVAILABLE AT: Esprit, 
South Extension-ll, New 
Delhi; Pal Zileri, 
InterContinental Hotel, 
Nehru Place, New Delhi; 
Hugo Boss, The Oberoi 
Hotel, New Delhi. 
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SARTORIAL SENSE: Night blue vertical striped shirt 
.. coupled with green trousers from Lacoste 

.. BOTTOMUNE: Rs 3,300 (shirt) and Rs 2,750 

.— (trousers) 

l . AVAILABLE AT: Lacoste stores across the country 
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SARTORIAL SENSE: A sky blue Corneliani shirt 
and beige Versace trousers give you 

just the right amount of semi-formal chic. 
BOTTOMLINE: Rs 11,995 (shirt); 

Rs 11,995 (trousers) 


AVAILABLE AT: Blues Clothing Company, G-13, 


South Extension |, New Delhi 


APRIL-MAY 2007 





SARTORIAL SENSE: This pink 





and white striped Corneliani | 


shirt and navy blue Versace 
trousers will make you the 
cynosure of all eyes 

at the multiplex. 


BOTTOMLINE: Rs 10,495 


| (shirt); Rs 11,995 (trousers) 


AVAILABLE AT: Blues Clothing 


. Company, G-13, South 
. Extension-l, New Delhi 
| ———À 
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SPOTLIGHT 


linen Your Fashion statement this summer! 
= a range o 100 % x bn Sida 














Make a statement this summer, with the trendiest collection of 100 per 
cent Linen shirts. Presented by Parx, the premium Casual lifestyle 
brand, from Raymond Apparel Ltd., this lively range of Linen shirts lets 
you redefine cool on your own terms. 

Specially created for the summers, the Linen range provides the perfect 


blend of stylist & suave look for the season. 


Parx 100% Linen Range is retailed at Exclusive Parx stores, The Raymond Shop’ and 


other leading outlets. This linen range of shirts is priced at Rs .1799. 
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So gear up for now it's time to live it the linen way this summer. jg 


AME se / 


Its time for some awesome fun-filled evening... Its time to flaunt 


ar 





your attire with the Parx Club Wear. Make the evening unforgettable 
with the perfect style impact. Wine being the prominent colour this 
season, check out the stylish range of Parx club wear. Be it 
jacquards, satins, herringbones, and dobbies. They are all there to 
create your style statement. Another interesting feature is the shiny 


| yarn, 'Lurex for that ultra suave look. 


z Available in vibrant colours like maroons, wine and deep blue, this range is 
B. available upto Rs.1399. 


The club trousers are available with new age blends priced upto Rs.1499. 
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Dressing up can 
be such a pain at 
times—and we 
couldn't agree less. 
That's why we've 
prepared this 
little list of dos 
and don'ts to 
keep you looking 
good and feeling 
great through 
summer. 


TEJEESH N.S. BEHL, 
TEJASWI RATHORE AND 
BIBEK BHATTACHARYA 
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1 What's wrong with this guy's 
sartorial sense? 


It isn't enough just to buy yourself a big brand suit and flaunt it around. If it 
doesn't fit and fall well, the entire effort at looking good and feeling great is 
lost. The following are some of the points you may want to bear in mind when 
buying, and sporting, that Italian suit you always coveted. 





> 


= 


iC 


A: The arms don't fall well. This shows that the jacket is ill-fitting. Ideally, it should 
fall straight without any creases. B: The collar is unbuttoned. This is a strict no-no. 
C: The knot should go straight up to the point where the two ends of the collar are 
buttoned. D: The arms are wrinkling near the armpit. This implies that the fit is far 
from perfect (also see Point A). E: The cuff of the shirt should "peep out" from under 
the jacket sleeve by one-fourth to half an inch. This gentleman is either wearing a 
shirt with sleeves that are too short, or worse, he's wearing a half-sleeve shirt. F: The 
tie is too long. It should ideally end at the top of the belt. G: The trousers are too long, 
so they aren't falling well. Ideally, the front crease should come down in a straight 
line and end at the shoe laces. 


2 What are the various types 
of shirt collars? 


The modern shirt collar is a direct descendent of the tight-fitting and often 
uncomfortable Elizabethan frock. There are, according to some estimates, 
close to a hundred different types of collars. The three most popular ones are: 





The Button Down 


The universal favourite 
today, it was once 
considered the 

symbol of sartorial 
rebellion (see Point 5). 
Goes with both 

single and double 


The Point 


This type should be 
worn by people with 
large round or square 
faces as the narrow 
vent between the 
two points of the 
collar balances the 
large face. Single 
knot ties go best 

with these. 


The Spread 


This one, sometimes 
also called a cutaway 
collar, is for men with 
narrow or oval faces. 
The big vent calls for 
a big knot—like the 
Windsor—to fill up 
the large space. This knots and looks 
means you need a good on almost 
longer than usual tie. everyone. 





3 A suit without a 
belt—is that a 
faux pas? 


Not if the trousers are a perfect fit—and you have 
the figure of an athlete. Too loose and you run the 
risk of injuring your modesty; and if you don’t have 
the physique of a Hrithik Roshan, you risk your belt 
loops turning over. 








4 Doesn't fashion believe in the 
dictum that it's a free world? 


Of course, it does. So, just as you are free to dress the way you want, others are 
also free to like or dislike you for the way you do and comment about it. 








5 How did button 
down collars come 
into being? 


The button downs owe their existence 
to 19th century British polo players 
who fastened them down to prevent 
them from flapping wildly in the 
wind. And taking a cue from this look, 
the Brooks Brothers introduced the 
button-down shirt in the US market 
around the turn of the 20th century. 


6 When should 
you button up 
your jacket and 
when should 
you keep it 
unbuttoned? 


If you're wearing a three-button 
jacket, it's considered good form to 
keep only the middle one buttoned. 
If, instead, you're wearing a two-but- 
ton jacket, leave the lower one open. 
But you must always unbotton all the 
buttons while sitting down. Apart 
from the fashion aspect, there's also 
a practical one involved here. Sitting 
down with your buttons on will 
stretch the back of your jacket and 
cause permanent creases to form. 
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7 How did the tie originate? 
^ x 7 The tie is a descendant of the cra- 

| J vat, which is a corruption 

: of the word "Croat". In the 
l 1630s, Croatian mercenaries in 
the army of France's Louis XIII 
tied bands of cloth around their 
necks to distinguish themselves 
from others. Over time, French 
officers and, later, French 
civilian society, adopted this 
(then) unique form of neckwear 
and turned it into a fashion 
statement that spread through- 
out Europe. The tie as we know 
it today evolved from this in the 
second half of the 19th century. 








8 A half-sleeve 
shirt under a 
formal jacket... 
is that all right? 


Some circles we know of would consider that 
to be nudity by another name. Really, what 
will they think up next? Certainly a strict no- 
no at socialite evenings and in boardrooms. 





Okay, so what about a half- 
sleeve shirt under a bandhgala? 


You don't listen, do you? 





9 Term that I don't 
understand—brogues 


These are shoes that are thick soled with 
lace-ups and wingtip detailing. 
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10 What tie knot 
should one opt for 
when wearing a suit? 





That depends on the size of the shirt 
collar. Large collars deserve a large knot, 
like a Windsor (sometimes wrongly 
referred to as the double Windsor)— 
named after the Duke of Windsor, who, 
incidentally, neither invented nor used 
it—to get the proportions right while a 
small collar should be paired with a slim 
tie and a tighter, smaller knot. 


11 When can one 
wear jeans on the 
professional 

circuit? 

If the jeans don't look like they last came 
in contact with a detergent a million 
years before the invention of washing 
machines, they can be worn to hi-volt- 


age, but semi-formal, company events. 
They should preferably be straight cut. 








12 To b(lack) or not to b(lack) 


Many people now wear tan or brown shoes with black, blue or pin- 
striped suits, inspired, no doubt, by the Italians who seem to love this 
combo. And yes, they sure do look hip. That, of course, doesn’t mean 
black is out—it remains the all-time classic. 





13 Is it all right to wear your 
shirt outside your trousers 
while wearing a jacket? 







Yes, provided it’s not crumpled; its length is less 
than that of the jacket; and you're in an informal 
gathering. But it's advisable to tuck in your shirt 
when in more formal company. Of course, without 
the jacket, too, you can have your shirt outside 
your trousers, but it is definitely not on to have 
half your shirt tucked in and half outside. 


14 When referring to 
wool, what's Super 
120 or Super 150? 


It denotes the quality of wool. The higher the 
number, the finer the yarn used to make the 
fabric and consequently, the pricier it is. 
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15 So, what 
exactly is the 
Armani look? 


Think of the stiff, British upper 

lip kind of look—well, the Armani 
look is just its opposite. Basically it 
allows you to be yourself, with 
comfortable suits made of soft 
fabrics that don't constrict your 
movement, especially with 

tight shoulders. 








Is there a special 
name for ties with 
diagonal stripes? 

You bet there is—Repp ties. They were popularised 
by British military men and students of Britain's 


educational institutions who preferred this design 
to mark their affiliation to a regiment or a college. 


















Made-to- 
measure and 
custom-made- 
is it just seman- 
tics or are they 
different? 


They are different things. 
Clothing made-to-measure is 
stitched according to your re- 
quirements though the fabric has 
already been partially cut and 
styled in a particular manner. 
Custom-made refers to clothing 
created entirely to your specifica- 
tions. It is also called bespoke. 





17 Does one risk professional 
embarrassment wearing 
loafers for business? 


Not really, provided it's a high-cut loafer that doesn't ex- 
pose your socks. We presume you do have a habit of 
wearing socks with formal suits. 


19 What about 20 What fabrics should you 


women—should i in 
they stick to Indian wear In summer: 
Cotton: It scores for its ability to absorb your 


or western clothes scores fe ( 
sweat while allowing your skin to "breathe". 


at work? Composed almost entirely of pure cellulose, 
which is a natural polymer, its fibres have a 
high degree of strength, durability and 
absorbency. Other fabrics, such as corduroy 
and seersucker, are derived from cotton, which 
can also be woven into chino, denim, 
gabardine, tweed and serge. 


It really depends your comfort levels— 
if you are too large, a western dress 
will highlight your bulges, so opt for 

a formal salwar suit or a saree. After 
all, the saree isn't called the wonder 
fabric for nothing. 





Linen: The oldest fabric in the world, its adv- 
antages are: rapid moisture absorption, fibre 
length of a few inches to one yard, no fuzziness, 
soil-resistance, natural lustre and stiffness. But yes, 
unless specially treated, it tends to get creased. 
Derived from flax, it is expensive to produce. The 
best linens in the world come from Italy and 
Ireland. The finer the yarns and the denser the 
weave, the more expensive is the linen. 





Wool: Yes, you read that right. You can wear 
woolen fabrics in summer—it has to be light- 
weight and should "breathe" as easily as cot- 
ton and linen. Micro-lite wool is used exten- 
sively for crafting summer suits, jackets and 
trousers. The finest micro-lite wool comes 
from Australia; this is often blended with silk 
and linen to produce the perfect fabric for 
suits and trousers. Worsted wool and linen 
blends are also good for summers. 





Cashmere: This is derived from the fleece of 
goats found in Himalayan India, Tibet and parts 
of Turkey, and is usually used to make winter 
fabrics. But lighter cashmere weaves blended 
with worsted wool can be used for making 
summer clothes as well. Italian and Scottish 
cashmeres are considered the best in the world. 
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Corporate power rangers, 
both men and women, 





who spend all their time in 
Versaces and Chanels, can 
now spend their evenings 
in equally glamorous Indian 
ensembles without 
sacrificing the X-factor. 


SHIVANGI MISRA, TEJEESH N.S. 
BEHL AND BIBEK BHATTACHARYA 





Raghavendra Rathore 


WHAT'S THE LOOK: The million- 
dollar Indian ethnic look—a 
snazzy achkan with a velvet trim, 
including velvet cuffs and collars, 
worn with regular-fit trousers— 
but what else would you expect 
from a princely designer? 

PENNY CLINCHER: On request 
HOW TO GET IT: Raghavendra 
Rathore, Garden of Five Senses, 
Shaidullahjab, New Delhi 
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Ww 
WHAT'S THELOOK*5A 
green printed kurti»with 
tie-up olive green'trousérs 
PENNY CLINCHER:Rs 550 
(kurti) plus Rs 999 (trousers) 
| HOW TO GET If: Available at 
À W'stores across the country 
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Rohit Gandhi and 
Rahul Khar 


WHAT'S op 
Blendingthe môdern with 


ional, team up a 
th metallic embell- 
with ? pair of 


PENNY CLINCHER: 


Q M ova | 
ant ET IT: Rohit’. 


indhi and Rahul Khanna, 
escent Mall, The Qutab;~. 
ado Sarai, New Delhi 
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WHAT'S THE LOOK: 


India's answer to 
the tuxedo—a clas- 
sic black bandhgala 
that can be worn 


for any formal occa- 


sion or event with 
matching trousers. 


PENNY CLINCHER: 
Rs 32,500 


HOW TO GET IT: 
Raghavendra 
Rathore, Garden 
of Five Senses, 
Shaidullahjab, 
New Delhi 
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Anupamaa Dayal 
WHAT'S THE LOOK: 


ye An orange and blue 


ånġrakħa. paired with 


:/* blue tights and a'du- * 
w. patta —each worked! | 


_upon with sequins to 
r give it.arich look. 
4 PENNY. CUNCHER: 
Rs 16,000 
HOW. TO GET IT: 


B f JAnupamaa Dayal, E-27,.- , 


+ Poorvi Majg, Vasant - 
“Vikar, New Delhi 


M. ^. 
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as THE: ‘th 


| crystal sum 
i fuchsia-blue bi |: 
| ;turban and à paidarpie and 
4 gteen jutis, °° .— 
^ PENNY CLINCHER: Rs 41, 940 | 
'^(Sherwani); Rs 2,500 pese 
Rs 1,295 (jutis)  ' 


HOW TO GET IT: Blues Clothing 


Cornpany, G-9, South dap o L 


E New Delhi 


Groom's 

WHAT'S THE LOOK: Black sherwani with 
embedded Swarovski crystals and 

a pair of golden embroidered jutis. 
PENNY CLINCHER: Rs 26,350 (sherwani) 


HOW TO GET IT: Blues Clothing Company, 
G-9, South Extension-l, New Delhi 
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Mynah Designs , | 
WHA TĀS THE LOOK: 
A black-and white 
chiffon-embellished' 
kurta with animal 
print and zari work 
coupled with black 
straight fit low rise 
stretch pants with 
5 pockets—talk about 
more the merrier. 
Penny clincher: 
Rs 12,000 (kurta) 
plus Rs 999 (pants) 
How to get it: Mynah 
Designs, Crescent 
Mall, The Qutab, 
Lado Sarai, New Delhi 
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WHAT'S THE LOOK: The 
evergreen summer favourite, 
it's a creamy white creation 

to soothe not just the senses 
but also temperatures. And for 
that glamorous dash of colour, 
the kurta comes with a red 
border while the Vinita Pittie blue 
dupatta is covered with mirror polka dots. 
PENNY CLINCHER: Rs 15,200 (suit); 

Rs 16,400 (dupatta) 


HOW TO GET IT: Raja B and Vinita Pittie, 
Crescent Mall, The Qutab, Lado Sarai, New Delhi 
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Advice 







HICH IS THE BEST WAY TO BRING 
out your confident best and 
look it too? Executive wear 
plays a very important role 
for both men and women 

in today's fast-paced economy. It's about putting 

your most stylish foot forward. First impres- 

sions are often the final impression and play a 

key role in deciding if you are fit to be on the 

top rung of the ladder in corporate world. But 
how can you make the first impression the 

“lasting” impression? 

Well, be stylish and conservative at the same 
time. Since beating the heat is a major objective 
in summer, invest in a few neutrals and pastels 
for your executive wardrobe. Go light with your 
shirts; stock up on classic white, grey, ice-blue 
and pale pink shirts. Team these with darker 
trousers; steel greys or chocolate browns will 
keep your “corporate look” intact and yet not 
leave you sweating too much. This will allow you 
to look formal, well turned out and summery at 
the same time. 

For men, it's important to ensure that your 
trousers fit well. Most international and local 
brands offer basic fits that go with most body 
types. But, if you don't fall into that category, 
tailor your trousers according to your size. It is 
well worth the effort. Do not force fit the top 
button of your shirt to wear a tie. This causes un- 
attractive creases to form in the chest area. 
Combined with an unbuttoned jacket, this gives 
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GUEST COLUMN | ROCKY S 


Put Your 
Best Foot 











Forward 


PHOTOGRAPHS: R 





TESH SHARMA 


Colours are 

a very vital 
component of 

your style 

quotient. Neutrals 
like beige, ivory, 
white and mono- 
chromes like greys, 
black and charcoal 
are the safest bet 

in corporate wear 
You cannot go wrong 
with black pants 

and a steel grey shirt, 
but if you do want 

to go a step ahead 
and experiment a 

bit with colour 

do it in a subtle way. 





the impression of an ill-fitted suit, even though the 
jacket and the pants may fit perfectly right. 

Then, if you aren't tall, opt for flat front, pleatless 
trousers instead of the traditional two-pleat front. If you 
are more comfortable in pleated fronts, go for single 
pleats. When choosing blazers and suits, go for slightly 
tapered two- or three-button jackets that look stylish on 
almost everyone; they are very much the trend this 
season. Make sure your jacket is tapered just right and 
not too shaped at the waist. If your body type does not 
allow for a tapered fit, go for a comfort fit instead 
(but make sure it's not boxy). 

Blazers are usually worn as separates and can be 
teamed with well pressed chinos. A well-cut navy blue 
blazer is most versatile and definitely a must have in 
everyone's wardrobe. They can be worn on formal, 
semi-formal and informal occasions. Avoid scarves and 
cravats in summer. It's best to wear cotton or linen 
shirts with open necks or cotton T-shirts since they allow 
your skin to breathe. A word of caution: choose your 
socks carefully; go for cotton ones in sober colours. You 
may think that no one is paying attention to your feet, 
but when you are seated on a sofa or a chair without a 
table in front of it, they show. 

Colours are a very vital component of your style 
quotient, and not just in summer. Neutrals like beige, 
ivory, white and monochromes like greys, black and 
charcoal are the safest bet in corporate wear. You can- 
not go wrong with black pants and a steel grey shirt, but 
if you do want to experiment a bit with colours, do it in 
a subtle way. Colours like pale pink, baby blue and 
pale yellow look good but you have to wear them 
right. Team a pale pink shirt with dark chocolate pants; 
wear a baby blue with beige, and do not go all out. 
Avoid bright colours as they tend to scream for too 
much attention. If you must wear prints, go for subtle 
ones and always team them with solids. A major blooper 
is a very bold printed shirt with striped pants. 

Inner wear is one more aspect of dressing that is very 
often ignored, and this can be especially embarrass- 
ing for women. If you are wearing a fitted knit shirt or 
top, see to it that you wear a seamless bra. Fitted 
trousers with the panty line showing is another fashion 
faux pas. Choose innerwear appropriately for fitted 
and light coloured (specifically ivory or white) pants. 

These are some tips that you should keep in mind 
when dressing for work tomorrow. I 


The author is a leading fashion designer 
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= 4. HOW OFTEN DO You 2 
»BUYNEWCLOTHESTO 
RECHARGE YOUR — = 
J WARDROBE? p zs 
| | L. | Every month. | ' 5 : Dus : 2 i 
b| As fashion changes. ME 
= c During the annual sale. — A i 
B ^ 





2. WHAT DOES YOUR 
WARDROBE CONSIST OF? 


| a | Best designer labels 
and brands. | 


| b. Mostly branded stuff. 


| € | Does it even matter? | 





Wondering whether 3. WHEN YOU SHOP FOR 4. NOW TAKE A LOOK 
your sartorial style FOOTWEAR, WHAT DO AT YOUR SHOES. ARE 
measures up? Take this — (ERE DOO EON] | THEY CLEAN, WELL-CARED 


; i |. FOR, PROPERLY SHINED, 
quick quiz and find out. THE RIGHT COLOUR 


a The best styles from the best brands. 








TEJASWI RATHORE FOR YOUR CLOTHING, 
AND APPROPRIATE TO 
b Your comfort and your style. THE OCCASION? 
C | Style is secondary... | a Of course, they match with 


price is what | see. my look, always. 





b They sometimes do. 


C | wear sneakers all the time. 


` 
~ 
— nett 





6. WHILE GETTING READY 
FOR A BUSINESS MEETING DO 
|. YOU CHECK THINGS LIKE THE 


5. YOUR BEST FRIEND IS LENGTH OF YOUR TIE AND * d 
GETTING MARRIED. YOU YOUR TROUSER CREASE? ae 
| 8| Get a spanking new outfit from a | Yes, | do. It's very important. 


a top label for the occasion. 


|. b | Depends on my convenience. 





b Buy a few accessories to fill in 
gaps in your wardrobe. C | Who cares? 





, € | Wear any of your party outfits. 








7. DO YOU MATCH THE 
COLOUR OF YOUR BELT TO 
THAT OF YOUR SHOE? 


8. WHAT ABOUT 
ACCESSORIES? 


| a | | have lots of them and even have 


| | a l Of course, | do. How can one a separate closet to stock them in. 


miss that? | 
b I have a collection that suits 
my style 


| 
< Ihave two ties and that's it. | 


| | b I like to innovate. Mixing and 
matching is more like it. 


| c | Who's interested in the colour 
| of my shoes and belts anyway? 





9. WHAT DO YOU THINK IS 10. ARE YOU A WOLF IN Time for the result... don't bite your 
YOUR IMAGE WITHIN SHEEP'S CLOTHING? DO nails!!! You'll damage the manicure! 
YOUR SOCIAL CIRCLE? YOU PAY REGULAR VISITS 
TO THE SALON TO GROOM Four 'a's and above: You are stylish. 
a | stylish. | YOURSELF WELL? 
[3 Four ‘b's and above: You have your 
b| Neat and adequately dressed. .3 But of course! Grooming is own style and are stylishly different. 


an essential part of my self. 


C | Their opinion doesn't matter. Four 'c's and above: You are a 
b I mostly do my grooming myself. walking disaster. Go for a makeover 
before it's too late. 
C Grooming? Whatever is that 
CES supposed to mean? This style quotient has been created 
with help from designers, stylists and 
BT More's own research. 








They are killers at 

work. They party 

hard and they 

know how to carry 

themselves well. 

Here's what today's 

d | di Ranna Gill 

— m Green and pink 

women consider Shmble wiih à 

power dressing, tie-up at the back. 

and how! PRICE: Rs 9,880 
AVAILABLE AT: Ranna 

SHIVANGI MISRA . Gill, F-5 Crescent Mall, 


The Qutab, Lado Sarai, 
New Delhi. 





Short, purple dress with 
silver design. 
PRICE: Rs 19,500 


AVAILABLE AT: Shantanu 
and Nikhil, Ground Floor, 
Crescent Mall, The Qutab, 
Lado Sarai, New Delhi. 


PHOTOGRAPHS: RITESH SHARMA, COURTESY 
MODELS IKA SETH, PREI STYLIST 
MAKE-UP ARTIST (v2 LOCATION COURTESY 


Pure black dress with bold gold pattern. 
PRICE: Rs 8,840 


AVAILABLE AT: Ranna Gill, F-5, Crescent 
Mall, The Qutab, Lado Sarai, New Delhi. 
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Suneet Verma 

Wills Lifestyle Drape, in white, pink and 
Brown capris and spaghetti strap black with Swarovski crystals 
white top with pearl buttons. to add the shimmer effect. 
PRICE: Rs 2,790 PRICE: Rs 34,800 
AVAILABLE AT: Wills Lifestyle AVAILABLE AT: Suneet 
stores across the country. Varma Design, Shop No. S-5, 


2nd floor, Crescent Mall, 
The Qutab, Lado Sarai, 
New Delhi. 
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X 
Chanel 
Black and white 
embroidered mousseline 
dress with black sequined 
tweed jacket. 
PRICE: €12,900* 
AVAILABLE AT: Chanel, 
The Imperial, Janpath, 
New Delhi. 


* Indian price on request 
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Etam Exclusive Stores: Delhi: Westgate Mall, Raja Garden. Noida: Unitech Mall, Great India Place. Gurgaon: MGF Mega City Mall, M.G.Road. Mumbai: 
Orchid City Centre, Mumbai Central. Surat: Iscon Mall, Dumas Road. Ahmedabad: Himalaya Mall, Law Garden.Bangalore: Lido Mall, Trinity Circle, Cosmos 
Mall, Brookefield.Available at select Pantaloons outlets: Mumbai: High Street Phoenix, Lower Parel, S. V.Road, Borivali. Delhi: Cross River Mall, Shahadara 

Noida: Unitech Mall, Great India Place. Bangalore: Sigma Mall, CunninghamRoad. Surat: Iscon Mall, Dumas Road. Kolkatta: Orchid Point, Kakurgachi. 
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Women's Casualwear 


Casually Careful 


Outside of work, women executives party as hard 

as men and like to let their hair down every once ina @ 
while. The crisp business suit gives way to smart casuals © 
almost as easily as they switch roles. SHIVANGI MISRA 















Wear this crisp white 
shirt, black trousers 
along with black coat 
from Sisley when you 
invite your boss's 
family for dinner. 


IT WILL SET YOU BACK 
BY: Rs 1,999 (shirt); 
Rs 2,999 (trousers); 
Rs 5,999 (coat) 
AVAILABLE AT: Sisley 
G-13, South 
Extension-l, New 
Delhi 



















Mix and match, the 
jacket is from Esprit, and 
the white polka dotted 
skirt from Sisley. 


IT WILL SET YOU BACK BY: 
Rs 5,000 (jacket); 
Rs 3,200 (skirt) 

AVAILABLE AT: Esprit, 
South Extension-ll; Rohit 
Gandhi and Rahul 
Khanna, The Crescent 
Mall, The Qutab, Lado 
Sarai, New Delhi; Sisley, 
G-13, South Extension-l, 
New Delhi 


























Team this brown 
waistcoat and 
white top from 
Sisley, with a pair 
of brown embroi- 
dered trousers by 
Narendra Kumar. 


IT WILL SET YOU 
BACK BY: Rs 1,999 
(top); Rs 3,200 
(trousers); price 
on request (waist- 
coat) 

AVAILABLE AT: 
Sisley, G-13, South 
Extension-Il, New 
Delhi; Narendra 
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Kumar, The 

Crescent Mall, 

The Qutab, 

Lado Sarai, 

New Delhi This Narendra Kumar creation is at 


once sensual and informal. The 
chocolate coloured full sleeve 
button down shirt marries well with 
the white pleated skirt with lace 
border and brown patchwork and 
Carlton shoes. 

IT WILL SET YOU BACK BY: Price on 
request 

AVAILABLE AT: Narendra Kumar 
Store, The Crescent Mall, The Qutab, 
Lado Sarai, New Delhi; Wills 
Lifestyle Stores across the country 





This strappy white dress 
with dark blue lace work is 
typically Rohit Gandhi and 
Rahul Khanna. 

IT WILL SET YOU BACK BY: 

Rs 5,850 

AVAILABLE AT: Rohit Gandhi 
and Rahul Khanna. The 
Crescent Mall, The Qutab, 
Lado Sarai, New Delhi. 
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If you really want to 
look trendy, try this 
pink dress with pink 
stones from Bian. 


IT WILL SET YOU BACK 
BY: Rs 15,340 


AVAILABLE AT: Bian, 
Lodhi Colony Market, 
New Delhi 


The simplicity of this blue floral 
frock by Sisley will floor you. 


IT WILL SET YOU BACK BY: Rs 2,999 E 


AVAILABLE AT: Sisley, 
G-13, South Extension-l, 
New Delhi 


PHOTOGRAPHS: RITESH SHARMA, 
COURTESY: ELITE MODEL 
MANAGEMENT 

MODELS: ANKITA JAIN 

PRIYANKA SETH 

STYLIST: RIN 

MAKE-UP ARTIST: DIVYA SOOD 
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GUEST COLUMN | HEINZ KROGNER 


| See a Lot of 
Cross-over 


Dressing 








HAT DO | LIKE ABOUT INDIA? THE WAY 

| see it, it is a very interesting 

mix of tradition and moder- 

nity. | am not saying moder- 

nity is better. | see a lot of 
cross-over dressing. | believe that in the long 
term, the modernity part will grow. This is be- 
cause young Indian ladies and gentlemen travel 
a lot. They go to other countries and imbibe 
what they see; they do this without sacrificing 
what they have at home, that is, Indian tradition. 
This makes India very different. For instance, it 
makes the country as a whole more feminine, 
friendly and special. 

Obviously, you cannot wear traditional Indian 
outfits everywhere in the world and you start 
wearing westerns and mix it with other forms. 
This is something that will happen. For men, it is 
different. | see and like things like the Jodhpuri. 
| am open to things like this. | think there is a 
good fit between India and our target group. 
The Esprit consumer is a neo-traditional con- 
sumer. What does that mean? As a person, you 
are continuously open to new things that are 
linked to traditional values. It is something like 
a clean, artfully designed flat. It will have some 
old furniture or old things that a person likes. 
Basically, all this is combined with a modern 


PHOTOGRAPHS: RITESH SHARMA COURTESY: I E MODEL MANAGEMENT 
MODELS: PRIYANKA SETH STYLIST: DIVYA MAIRA MAHAJAN MAKE-UP 
ARTIST; ‘A 500D LOCATION COURTESY: WELCOMHO!T Nt 
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Tradition means 
values and you 
must have values. 
No market is 

like India. | think 
there is a sense 
of enthusiasm 
here since you are 
passing through 
a phase where 
you are building 
the country 

all over again. 

It's a time 

which is very 
exciting for you. 
The tradition 

in India IS 

hard to miss. 
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design and that is, by far, the biggest target 
group in any country in the world. 

A country like Germany may have people 
dressing differently. But there are still neo-tra- 
ditional things like old paintings and furniture. 
If you forget everything about your past, you 
become animals. Tradition means values and 
you must have values. No market is like India. | 
think there is a sense of enthusiasm here since 
you are passing through a phase where you 
are building the country all over again. It's a 
time which is very exciting. 

The tradition in India is hard to miss. With 
that, there is the international part of the 
story. This has taken place thanks to the con- 
sumer travelling a great deal today. This makes 
the market rather interesting for everyone, es- 
pecially for fashion companies such as our- 
selves. Always keep your tradition. Don't give 
it up. You can be modern in view and yet 
traditional. 

When it comes to fashion that is prevalent in 
India, | am not very impressed with what | see. 
There are not too many good brands here. It's 
a lot of local production. | am not saying local 
brands are bad. But the message is missing. 
What | mean when I say that is that garments 
are sold but there is no message. 

You must sell additional value. It is important 
to have a good feel. As I see it, there are two is- 
sues. One is that retail is weak and infrastructure 
needs to be fixed. The potential, of course, 
exists there and it is unbelievable. m 

AS TOLD TO KRISHNA GOPALAN 





The author is Chairman, Esprit Global 
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BATHING LUXURY 


rokaindia.com 


Massage Bathtub A510 
1850 x 1500 x 720 mm 


Luxury at its best 


Submerge in the whirlpool of luxury or simply appreciate the style 


moreS7 


Glamourous is the ambience, that skips your heartbeat for a while 


Indulge in the ocean of serenity, that makes your bathing worthwhile. 


spocoady.com/nbt 


Multifunctional Steam Rooms | Massage Bathtubs | Shower Rooms | Shower Systems | Bathroom Furniture | Bathroom Fittings 


Corporate Off.: Roma Intemational Pvt. Ltd. C-568, Saraswati Vihar, Main outer ring road, Pitampura, Delhi - 110 034 Tel.: 2703 5377 / 78 Fax - 2703 5379 email info@rokaindia.com 

Roka Decoré. SCO 302, Sector 29, City Centre, Gurgaon Ph.: 0124-4269380 (M) 98181 74167 Area Representative : Delhi & NCR , 9818174167 

Dealers : Delhi ‘Bath & Marbles: 9810145352, Kanwar Sanitations: 011-20540627, 9312225336. Mumbai C. Bhogilal West End: 022-26719224 Fax:022-26719200 

Kolkata: Karnika Sanitaryware: 033-22822429. Chennai : Choudhary Agencies: 044-26681235, 9444016550, Hyderabad: Hanuman Enterprises. 040-24742421, 9848884402 
Visakhapatnam: Excel World) 0891-2715076, 9885327155 Trivandrum: Modern Agencies 0471-3018245, 9847068001 Goa: Saglani Enterprises: 22715207, 22736655 
Dehradun’ Dehra Sanitary Store: 0135-2624843, 9897636327, Ruderpur: Alankar Bath Assets: 05944-246989, 9927177789, Jaipur; Kamal Sales: 0141-2704338, 9829014895 
Bhilwara: Pooja Commercial House 01482-221527, 98299065271. Chittorgarh Shagun: 01472-248508, 9414110270. Dhanbad: Tiles Centre : 0326-2305216. 9431121387 
Chandigarh : Bansal Sanitary Stores : 0172-2734067, 9815012290. Amritsar. Rohit Sanitary Store: 0183-2551782, 9872851782. Jalandhar: Kohinoor Sanitations 0181-5093737. 9815193243 
Ludhiana: AKC: 0161-2300064, Shahkot: Duggal Brothers: 01821-260099, 9216660699 Nawashahar: Ujagar Mal & Co. 01823-309548 9814655148 
Bhatinda. Bharat Glass House : 0164-2252181, 9814031877, Batala: Verma Bath Collection: 01871-500089, 9815988000, Patran Ganpati Marble & Sanitary House 01764-395213, 9814274868 
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New Age Living 





ome sweet home” is a much misused phrase. In today’s day and age, 
a home has to be swanky, stylish and snazzy, in addition to being warm, 
welcoming and cozy for it to be really sweet. After all, your home is not 
just your haven and a place to unwind and relax in; it is also your statement 
to the world on who you are and what you aspire to become. It is accepted wis- 
dom in interior design that the entrance to your home is the doorway to your 
personality. And since you never get a second chance to make a good first 
impression, it is definitely worth your while to spend some time planning and 
doing up your house. 

There are zillions of components to interior design; and the issue becomes 
more complicated because individual perceptions of beauty vary widely. 
What is warm and cozy to one could be utter trash to his next-door neighbour; 
what is classical to one could be old-fashioned and outdated to his son. 

That's why BT More spoke to interior designers, furniture designers, 
architects, lighting experts and others to zero in on some broad guidelines that 
can help you decorate your home(s) in a manner that will appeal to others 
while satisfying your personal sense of style and comfort. In this issue, we tell 
you, among other things, how to use colours and lights to create drama in your 
house and how to plan your bedrooms, kitchen and toilets. For those of you 
who believe in Vaastu Shastra and Feng Shui, and even for those who don't, 
we bring you a section in which we have demystified these seemingly 
indecipherable, but still immensely popular, sciences. 

The filter we passed all the reports through was: can these help you 
make your house prettier and more functional than it is? So, read on and you 
are sure to feel at home. 
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This is How the Other Half Lives 


The private lives of the rich and the famous have always 
fascinated the world. Here, we take a peek into it and, better 
still, take you along on the journey. 





22 Make Your Home an 


Intelligent One 
Here's a low-down on how to get 
one for yourself. 


5 The Antique Trail 


Capturing the romance of the past 
in one's drawing room does have a 
charm of its own. 


Interior Design FAQs 


How Interiors Reflect and 
Affect Your Personality 
Guest column by Sir Terence Conran. 





48 Different Strokes for 


Different Folks 

BT Moretakes a look at how the 
principles of Vaastu Shastra and 
Feng Shui work. 


Your Own Patch of Green 
Here's a step-by-step guide to 
having a beautiful garden. 


Shine a Light 
Lighting plays a great role in creating 
the ambience you want in your house. 


TheTiger's Den 

When we are talking children's 
room, remember we are talking 
about the space in your house that 
will see the maximum action. 


) The Seventh Sense 


Guest Column by Nina Campbell. 
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Delhi 


B-74 Okhla Industrial Area Phase 1, 
New Delhi 
Tel 91 11 26819380, 65634375 


CRC 369, First Floor, Sultanpur 
Chowk, MG Road, New Delhi 
Tel 91 11 65634373, 65634374 


Gurgaon 


125, Grand Mall, MG Road, Gurgaon 
Tel 91 11 65634374 


Chennai 
D Muse, 46 RK Road, Chennai 


Tel 91 44 28474080, 
91 98415 75491 


Hyderabad 


Park Square Plot No 3A, Road No 12, 
Banjara Hills, Hyderabad 
Tel 91 40 23375456, 

91 93930 55552 


Email: info@livingspaces.in 
Website: www.livingspaces.in 
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UMESH GOSWAMI 


Perched atop a hill, 
and looking over the 
Walvan Dam, Rare 


Villa, Jnunjhunwala’s 
house in Lonavala 
seems completely cut 
off from civilisation 
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erched atop a hill, and looking over the Walvan Dam, 
Rare Villa, Jnunjhunwala’s house in Lonavala, seems 
completely cut off from civilisation. Only about a year old, 
the villa is an architectural gem, with terraces and viewing 
decks overlooking the river and dam. Done up 
in earthy tones, with a combination of wood and stone 
floors, and an Indo-Western flavour, the house has a 
fireplace, its own private theatre, discotheque, 
watch-tower, and, of course, a swimming pool. With nat- 
ural light streaming in from all directions, including two sky- 
lights, and cross ventilation providing a round-the-clock 
feeling of freshness, one can't think of a better place to 

call home. 
DEEPTI KHANNA BOSE 





Chairman & M ing Director/ 
Rare Enterprises. " 


High net worth investor 
and stock broker 


HOME TRUTHS 


CITY: Lonavala, Maharashtra 
PLOT AREA: 1.75 acres 
BUILT-UP AREA: 16,000 sq. ft 
NO. OF BEDROOMS: 7 


. INTERIOR DESIGNER: 
Nitin Khilawala 
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ARUN MURUGAPPAN 


Vice-President/ Parry Enterprises 


urugappan’s house, designed by Charles Correa, is 
built in the colonial style. “Unlike a contemporary 
house, it will never go out of style,” says wife Sigi. It has 
high ceilings that allow for a lot of natural lighting; 
there is also an inner courtyard which allows sunlight to 
stream inside; and the personal rooms open on to a 
terrace upstairs that allows for great views of starlit 
skies and is often used for informal dinners. Singapore 
palms decorate the lounge while the garden boasts of 
Crab Claws and a host of tropical plants and large temple 
trees, giving it a quiet serenity. 
NITYA VARADARAJAN 


G. KESHAV RA) 


A CITY: Chennai 
A PLOT AREA: 28,800 sq. ft 
A BUILT-UP AREA: 9,700 sq. ft 





HOME TRUTHS 


A NO. OF BEDROOMS: 4 

» INTERIOR DESIGNER: 
Sigi (wife) and Meiyammai 
(mother) 
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P.N.C. MENON 


Chairman/ Sobha Developers 


HOME TRUTHS 





à CITY: Thrissur, Kerala 
PLOT AREA: 22,000 sq. ft 
\ BUILT-UP AREA: 8,000 sq. ft 
\ NO. OF BEDROOMS: 5 
A INTERIOR DESIGNER: Self-designed 
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MI enon, a billionaire realtor, has residences in Dubai and Bangalore, but calls his mansion in his home- 
town of Thrissur in Kerala home. The house, complete with a Californian swimming pool 
(where water is allowed to overflow on to the deck rather than be recycled), gold-edged cutglass and 
Swarovski crystal artefacts and objets d'art, is set in a massive but perfectly manicured lawn, with sway- 
ing coconut palms, bougainvillea bushes and granite pathways. The living and dining rooms have French 
windows to maximise the entry of natural light; Menon has installed several painted glass skylights for 
additional light in the main living areas. A variety of art work (including some purchased at an art event 
in Bangalore recently) decorate the walls and pastel durries balance the ruby red granite and black tiled 
flooring. The house, named after Menon’s wife Sobha (and inspired by her), is built on different lev- 
els to create a feeling of privacy for personal areas such as bedrooms. "I planned and designed this house 
for comfort rather than opulence," says Menon. 


RAHUL SACHITANAND 
K.K. NAJEEB 





A ASHOK SOOTA 


Chairman & CEO/ MindTree Consulting 
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wenty years after he 

moved into his house, of- 
fices have replaced the coconut 
groves that once surrounded it, 
and traffic has grown expo- 
nentially, but the Soota resi- 
dence, which is set back from 
the main road—his two dogs 
are the main beneficiaries of 
the garden—remains an oasis 
of peace. The main living area 
(living and dining room) is split 
across two levels. Ganeshas 
and glass figures occupy pride 
of place in Soota's house, with 
the latter ranging in size from 
a hand-held idol to a much 
larger stone carving installed in 
his garden. The main door of 
his house, a classical piece 
sourced from Kerala, stands in 
sharp contrast to the other- 
wise modern feel of his resi- 
dence. "Ashok (Soota) tinkers 
with the look of his house 
every five years to prevent the 
atmosphere from getting stale 
and he is willing to experiment 
to refresh the décor," says 
Deepak Balakrishnan, an inte- 
rior designer who has helped 


design Soota's house. 
RAHUL SACHITANAND 


HOME TRUTHS 


CITY: Bangalore 

PLOT AREA: 4,500 sq. ft 

BUILT-UP AREA: 2,300 sq. ft 
. NO. OF BEDROOMS: 3 


à INTERIOR DESIGNER: 
Deepak Balakrishnan 
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fl W A RWI a K he Bradys have used a riot of colours in the form of wall hangings, bright cushions 
and blinds to add some sparkle to an otherwise plain white paint job. The accent 
p RA DY is on comfort. So, while the main living room has a comfortable chair (and a match- 


ing footrest) for Brady to relax on, there is a separate family room for his two 


COO/ Air Deccan : : 
daughters, Charlotte and Katie, to unwind after school and on holidays. “I’ve 





HOME TRUTHS sourced interior décor from all over India and overseas, including countries like 

" Indonesia," says Warwick's wife, Paula, who masterminded the décor. The house is split 
CITY: Bangalore across three levels; the family room—complete with a wide-screen TV, a comfortable 

PLOT AREA: 4,500 sq. ft settee and stacks of children's games—and the dining room are in the basement. The 


\ BUILT-UP AREA: 6,000 sq. ft ground floor has the tastefully decorated living room and spare bedroom, while the 

first floor has the kids' and master bedrooms. The children's room has lilac blinds and 

brightly coloured sheets, while the master bedroom, with a dark wood floor and a 
INTERIOR DESIGNER: Paula — |arge window, has a more muted and airy feel to it. 

Jane Brady RAHUL SACHITANAND 


* NO. OF BEDROOMS: 3 
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ESSENZA DI WILLS 


YOUR ESSENCE. YOUR SOUL. 
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CORP- - 
HAIR c ET CHEVEUX 


& BODY SHAMPOO 


www.essenzadiwills.com 


ragrances created in France exclusively for ITC 


au De Toilette | Bathing Bar | Hair & Body Shampoo | Shower Gel Parfums et produits de bain essentiels pour homme & femme 











xclusively at select Stores. 
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SHAMIK BANERIEE 








a HARSHAVARDHAN 
2. 4 NEOTIA 


157 Managing Director/ Ambuja Realty 


N eotia says the design and décor at his house "just 
evolved seamlessly over the years". The place can be 
mistaken for an art gallery—there are paintings, 
Ganesha idols, sculptures and antiques everywhere; 
the Neotias have one of the largest art 
collections in the country. "My wife also picks up a 
few things here and there but those are mostly 
kitchen items. When it comes to decorative items, 
we are fascinated by things Indian," he says. The 
two-level living room is classically comfortable — 
with its sofas, coffee table, futon, home theatre sys- 
tem, display cabinets, chandeliers, and other objets 
d'art. The room offers a wonderfully refreshing view HOME TRUTHS 
of the beautifully manicured lawn where the Neotias 
spend a fair amount of time "weather permitting". CITY: Kolkata 
Close at hand is the study which is lined by ma- A PLOT AREA: 1 acre 
hogany and teak book shelves filled with an eclectic 
collection of books. "My home is not an extension of 
my self; it is an integral part of it," he says. A NO. OF BEDROOMS: 8 

RITWIK MUKHERJEE ^ INTERIOR DESIGNER: Wife Madhu and self 


BUILT-UP AREA: 20,000 sq. ft 
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New age living is living with more comforts, more conveniences, more gizmos and gadgets. And there 
are certain homes that match the new age expectations. Proudly, we pioneer in developing such Homes. 


= —_—™ 305, Arunachal Building, 19, Barakhamba Road, Connaught Place, New Delhi-110001 
iAURS GAU RSONS | NDIA L1 MITED +91-11-23314126, 23314128, 23314138 


rel Fax : +91-11-23314126 
ms. BUILDING BETTER INFRASTRUCTURE Website : www.gaursonsindia.com | Email : customercare@gaursonsindia.com 
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ASHWIN DEO 


Managing Director (India & Indian Subcontinent)/ Moét Hennessy 


HOME TRUTHS 


* CITY: Mumbai 
` BUILT-UP AREA: 3,000 sq. ft 
- NO. OF BEDROOMS: 4 


A INTERIOR DESIGNER: 
Decorated by Deo and his 
wife Tina 


rom antique Burmese furniture and opium weights 
(antique weights used for weighing opium in the 
past; used as a decorative item today), to Sunil Padwal 
works, Ashwin Deo's home is an eclectic mix of 
eras and cultures. His living room—in which he 
spends most of his time at home—is elegantly 
comfortable. A classic Padwal hangs above an antique 
wooden bench, and shares the wall with vividly hued 
Arpana Caur, and an age-old Burmese marble-topped 
wood table. People who know him say that Deo 
makes very interesting conversation of his 
experiences around the world, and his home, too, 

reflects his persona, travels and experiences. 
DEEPTI KHANNA BOSE 


BUSINESS TODAY MAY-JUNE 2007 
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PS: You dont need to button them all. 





PS: It's not just what you wear. It's how you wear it. 
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A ISHAN RAINA 


CEO/ OOH 
HOME TRUTHS I is "not a designer house" but one that gives 
“CTY: Mumbai you the sense of being in a spa—indulgence, com- 















fort, plushness and a feeling of belonging, all rolled into 
BUILT-UP AREA: 3,000 sq. ft one. Overlooking the bay in Cuffe Parade, Raina's 
. NO. OF BEDROOMS: 4 home is overflowing with objets d'art. The daffodil 
^. INTERIOR DESIGNER: yellow main door leads you to a treasure trove of 
Done up by Ishan Raina Jayasri Burmans, Gujrals, Ojhas and a Raza. Then, there 
and his wife Anjali are shelf upon shelf with books on subjects from man- 
agement to pulp fiction. The home gets an enviable 
amount of natural light, which dances off its dazzling 

marble floors, giving it a sense of airy space. 
DEEPTI KHANNA BOSE 


The complete make-over kit 


for your living room 





Featured here: Raymond Plain Velvet, Shade No. 74. 


co-ordinated with Fullpile Jacquard Design No. 264/Shade No. 2 
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When it comes to choosing the upholstery for your 
furniture, you demand nothing but the best: just like 
discerning gentlemen who have made Raymond their first 
choice in suiting for over 80 years. 

Now, Raymond brings the same style and attention to 


detail to furnishing fabrics. Meticulously crafted, each design 


IS à delight to the eye and comfortable to the touch. 

With over 200 contemporary and classic shades and 
designs, whatever your needs, you are sure to find a fabric 
that's just perfect for you. 


So the next time you are looking for furnishings for 


iome or office, why not come to those who know tabrics best! 





btrnore 


Intelligent Homes 
E. 


€^ HOWE huTOWKmON SYSTEM 


» MAIN DOOR cA 
it. o Ww " SPS ANOT AND ROOMS 





mAr ae Ss 
ve Ligeti m dii m JEEP —D L 3 i cR 
The central control panel touch screen that acts as your remote to manage the entire house at the click of a button. j the music M 


MAKE YOUH HOME 
AN INTELLIGENT ONE 


Increasingly, homes these days are being designed to have a mind of 
their own. From being cost-effective to making your party a success, 

these homes do it all. Welcome to the world of "Intelligent Homes". 
Here's a low-down on how to get one for yourself. sHivanai misra 
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What is an intelliger 
home? i 
The concept of intelligent homes is 
fairly new. Earlier, the focus was ex- 
clusively on the aesthetic beauty of a 
house; however, now, people are wak- 
ing up to the fact that a house needs to 
be much more than just beautiful. 
Intelligent homes are those that use 
technology to make their occupants’ 
lives a little simpler. They allow you 
to sit back and enjoy your investment 
and without having to constantly worry 
about security, rising electricity bills or 
leaving the kids alone while you are 
away at work. 

How can you | 

nome intelligent: 

It isn't rocket science, but we still 
suggest you hire an expert. Draw up 
a list of what exactly you want your 
house to be like, right from the 
security to the music system to the 
air-conditioning and then sit down 
with your tech expert and interior 
designer and draw up a plan. 

What can technolo gy 

do for you? 

Well, for one, it can make your life 
more secure. Electronic security gadg- 
ets that marry CCTVs with telecom 
technology are now available in the 
market. Every time someone rings the 
bell, the computerised system will send 
an MMS clip of the person to your mo- 
bile. There’s more; if an authorised 
person rings the bell, the computer 
recognises his fingerprint and opens 
the door for him. 







There are several brands, Indian 
and international, that are manufac- 
turing these products. Somfy, Linksys, 
Honeywell and Legrand are just a few 
of these. Most of these brands are 
readily available here in India and 
prices range from Rs 20,000 to 
Rs 50,000 and sometimes more. 


IL 
your us I power: 
Of course. There are gadgets available 
that "read" the ambient light and heat 
conditions in rooms and adjust blinds to 
increase natural light or cut down on 
the heat from the sun's rays. This allows 
you to use less artificial lighting and 
also lowers your AC bill. Zeos and 
Lutron are two brands you could try. 
The price range? When it comes to 
technology and gadgets, the sky is the 
limit. However, the best thing to do is 
to get in touch with these com- 









e IOBL: In One By Legrand lets you customise and centrally control most of your electrical appliances. You car 
even set the computer to send status updates through SMS to your mobile 


panies directly and ask for the price 
range of a system after you've figured 
how you'd like to customise it. Lutron 
has some great sensors that detect 
your presence in a room and switch 
off the lights, fans and all other elec- 
trical appliances within a pre-deter- 
mined time limit. This is a great en- 
ergy saver, especially for all those 
who habitually forget to 
switch off lights and fans. 
Some of the other compa- 
nies in this space are 
Honeywell and Linksys. It 
is difficult to predetermine 
prices as most of these 
products require a high 
degree of customisation 
before installation. 


The IOBL remote 


btmore 


Intelligent Homes 





Electronic gas detector by Legrand 


Is that it? 

Not at all. Companies like Legrand, 
Honeywell and Anchor have devices that 
allow you to control electrical appliances 
like geysers, air-conditioners, music sys- 
tems and even microwaves through your 
mobile phone. This means, you can 
switch on your AC as you turn into the 
street leading to your house. When you 
enter 10 minutes later, your house or 
room will be cooled to your satisfaction, 
your favourite numbers will be playing on 
the music system and the hot water will 
also be ready to wash away the day's 
dirt and grime. Of course, you can also 
pre-set the computer that controls these 
functions to switch on these gadgets at 
particular times as well. The In One By 
Legrand (IOBL) is a good example of 
home integration systems. The system 
can cost up to Rs 10 lakh, so be prepared 
to shell out that moolah. Other brands in- 
clude Crestron, Honeywell and Linksys. 


Can you secure your kitchen? 
Legrand's Mosaic Gas Detector detects 
gas leaks (for butane, propane and 
methane) and sends the information to 
a control panel that in turn buzzes and 
sends out light signals, setting off an 
alert. You can fix this gadget anywhere 
in your kitchen close to the gas cylinder 
and rest assured that your kitchen and 
subsequently your house is safe from 
hazardous gas leakages. This devise 
comes with a proper power back-up and 
does not require any extra wiring. And 
it's not particularly expensive; it costs 
Rs 13,000-14,000 depending on cus- 
tomisation levels. 
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TECH IN 


THE LOO 


Can technology improve the 
quality of communion with 
Mother Nature? 

You bet. There are toilets and 
then there are toilets, but nothing, 
nothing at all comes close to the 
"Pimped Out John" that was de- 
veloped by US plumbing company 
Roto-Rooter. 






What's a "Pimped Out John"? 
It's a Kohler Cimmaron toilet, with add-ons that take 

your breath away. This toilet comes with a 32-inch 

HDTV liquid crystal display, a DVD player, an XBox 360 

(only the base model, boo hoo!) and a laptop. And in 

case you get too thirsty enjoying yourself on the John, 

it even has a fridge to pop out those beers. They say, the toilet is a man's 
kingdom, but my god, this is one hell of a kingdom. 

PRICE: Approx. $5,000 (Rs 2.15 lakh) 

AVAILABILITY: Roto-Rooter developed the toilet as part of a competition and as 
of now, it is one of a kind 








Ahem... well... is that all? Or is there more? 

There's always more. When it comes to toilets and toilet technology, you don't 
really get crazier (or more inventive, choose your adjective) than the Japanese 
and especially toilet seat company Toto. Now, let us read from the brochure: a 
convenient remote control allows you to adjust toilet seat and water tempera- 
ture. The little bidet—you know, the wand that comes out and cleans your pos- 
terior—has a gentle massaging function as well as a pulsating water feature. God 
knows why some people should want pulsating water up their you know what. 
Toto's latest invention: a hybrid toilet which utilises wasted flushing energy to 
recharge the infra-red sensor's battery. 

PRICE: $1,000 (Rs 43,000) 

AVAILABILITY: www.totoneorest.com 


Wait, there's something for drunkards, too. 

Where Toto goes, Kohler can't exactly be far behind, can it? The C3-200 toilet 

seats, launched in February, have a bidet with an in-line heater that not only heats 

the water, but also regulates the pressure with which it flows out. And its remote 

allows you to control a lot of things—temperature, pressure, 

time, position and flush speed. The toilet seat is mechani- 
cally operated as well, and at the flick of a switch, gently 
and quietly comes down. But the piece de resistance is the 
lighted rim—blue light-emitting diodes (LED) light up 
the inside of the seat to help guys with their aim, especially 
after drunken nights. 

PRICE: $1,300 (Rs 55,900) 

AVAILABILITY: In all major cities across the coun- 

try; www.kohler.co.in 
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Voted best spa resort in India by World Travel Awards in 2006 


NOW JUST AN HOUR AWAY 


The Wildflower Hall, Shimla in the Himalayas, an Oberoi luxury resort hidden amidst pine and cedar forests, 
is now just an hour away by air. Shimla is now connected to Delhi by Air Deccan four times a week 


until the 11th of May, and daily thereafter. 


The Himalayan Adventure is a four night experience for a couple, for Rs. 57,000, inclusive of accommodation, breakfast, 


white water rafting, mountain biking, nature walks, spa treatments and transfers from and to the airport at Shimla. 
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WILDFLOWER 
HALL 


SHIMLA IN THE HIMALAYAS 


AN OBEROI RESORT 


India toll free reservations: 1 800 11 2030 or call 011 2389 0606 
E-mail: reservations@eih-india.com, Online: www.oberoihotels.com or contact your travel agent. 


"Excludes airport to hotel transfer time. Offer valid till 30 June, 2007. Taxes as applicable. Terms and conditions apply. 
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SHAMIK BANERJEE 


THE ANTIQUE TRAIL 


It's a passion many people share; and let's face it, capturing the 
romance of the past in one’s drawing room does have a charm of 
its own. RITWIK MUKHERJEE AND DEEPTI KHANNA BOSE 


et us warn you at the outset— buy history. Please note, there are no 
buying antiques in India is not for standard prices; these depend on the 
seller's perception of your ability to 


the faint-hearted. The market is 
pay and your ability to bargain. But as 


maddeningly unorganised; fakes out- 
number genuine artefacts by a wide with every esoteric art, there's a trick to 
margin and only a handful of shops buying antiques—the cognoscenti will 
give out legally binding authenticity tell you that the really rare pieces will 
certificates. But the trade is thriving as rarely be found in air-conditioned 
newer consumers, flush with funds, showrooms. The best hunting grounds 
try to join the Joneses by trying to in every city are dingy holes in the 
walls or unhygienic cu/ de 


sacs where junk and art lie 
strewn together waiting 
for the discerning or the 
lucky to pick them out. 
Here, we bring you an ill- 
ustrative list of both—the 
registered shops as well as 
their unorganised counter- 
parts—from Mumbai and 


Tae 


diy 
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Kolkata, the two acknowledged ant- 
ique centres in India. Of course, Delhi, 
Hyderabad, Bangalore and Chennai 
also have their antique dens, but 
Mumbai and Kolkata remain collec- 
tors’ favourites. 


Konark Collectibles 

20 Nelly Sengupta Sarani (Lindsay St.) 
Humayun Court, New Market, 
Kolkata 700087 

Phone: 033 22497657/ 22497273 
e-mail: chisel&cal.vsnl.net.in 

If you walk down the narrow little 
bylane between New Empire and 


Lighthouse, opposite New Market, 
you'll come across this quaint little shop 
which is an antique collector's para- 
dise. Buyers from all over the country 
visit this place to buy antique furni- 
ture, glass, lighting, paintings, porcelain, 
watches, clocks, oil lamps, inkwells, per- 
fume bottles and much more. "Our 
speciality is the wide collection of 
Bengal School and European paintings 


we source and sell," says Vikram 
Bachhawat, owner of Konark 
Collectibles. 

Victor Brothers 


59C Park Street, Kolkata 700016 
This is one of Kolkata's most famous 
auction houses and deals in every- 
thing from antique furniture and 
memorabilia to jewellery and art. 
This place, its owners claim, is not for 
anyone who can afford to buy ant- 
iques, but only for the most dis- 
cerning buyers. Its clientele includes 
almost everyone who's a someone in 
Kolkata; many people also come 
from other cities just to buy antiques 
from here. 


Mullick Bazar 

At the crossing of Park Street and 
AJC Bose Road 

Take the McLeod Street entrance, 
past the Assembly of God Church 
and walk down the bend in the 
street. There, strewn among piles 
of junk, you will find a mind-bog- 
gling collection of antique furni- 
ture and other collectibles. Many 
of these items will be in pretty 
poor condition, but given the 





[V] Fakes abound; so, always 
take along someone who 
knows his antiques 


[v] Bargain hard 


bargain prices at which they 
are available, the visit may well 
be worth your while. 


Phillips Antiques 

Opp. Regal Cinema, 

Museum, 

Mumbai 400001 

Founded in 1860, Phillips 
Antiques offers a fascinating 
selection of silver, lacquer, 








BUYERS’ CHECKLIST Mitry and stick to shops 


You should bear these in 
mind when buying antiques. 


that provide authenticity 
certificates 


T Scan the newspapers for 
you are more likely to find 


genuine artefacts here than 
in the open market 


palace and embassy auctions; 


Oriental and European porce- 
lain and pottery, brass toys, 
Victorian coloured glass, hang- 
ing lamps, wooden writing 
boxes, money-banks, jewellery, 
table lamps, perfume bottles, 
candlesticks and sconces and 
decanters. The range of furni- 
ture, both colonial and ethnic, 
includes armchairs, four-poster 
beds, library chairs, desks, writ- 
ing tables, hatstands, cupboards 
and dining tables. 


Chor Bazaar 

Bhendi Bazaar, 

Off Mohammed Ali Road, 
Mumbai 400007 

Chor Bazaar, literally Thieves’ 
Market in Hindi, lives up to its 
name in more ways than one. It is 
a collection of dozens of stores 
lining a narrow street, selling any- 
thing and everything under the 
sun—antiques, statues, paint- 
ings... Name it and you will find it 
in one of the shops here. Be care- 
ful though... one reason for it 
being called Thieves’ Market is 
that if they notice even slight 
weakness in you, they'll fleece 
you, so be prepared for some 
serious bargaining. If you're a for- 
eigner or look well-heeled, you 
can be sure that the prices will 
be increased by at least 50-75 per 
cent. Stick to your guns, bargain- 
ing is half the fun here... and 
there's no returning the goods if 
you change your mind. 


[v] Be on the lookout for old 
houses being demolished; the 
owners sometimes sell their 
old furniture really cheap 


[v] Be prepared to pay 
outlandish prices for junk 
(at least till you learn to 
identifiy the real stuff) 





DELHI 


13. GURDWARA ROAD, KAROL BAGH, NEW 


22 
EA 


JURTESY: FLOORS & FURNISHINGS 


CATION C( 


DEBASIS PALIT; LO 


PHOTO 


= m - 
^ 
"x 
4 w^ 
a . 
PE 
» "ve ait % 
, p. - 
: - bj 
sY 
v - 
: i m d e 
1 ! > 
i : v. - 
È 
E 


n FAQs | 


Interior Desig 


28 BUSINESS TODAY 


=L or 


MAY 


JUNE 


2007 


Is choosing colours 
draining all the colour 
out of you? Let us try 

| and help. 
SHIVANGI MISRA 








sing colours to make 
| | your home look good 

can be both fun and 
tedious. The first and only rule 
you need to remember is: 
there are no rules for colours. 
What matters is that you 
should feel right at home with 
them. This is something that 
takes time to achieve but is 
worth all the effort at the end 
of the day. Of course, there 
are certain absolute essentials 
that you will need to strictly 
adhere to, but that doesn't 
mean you can't take the road 
less, well, experimented. 


Then how should 
you go about it? 


First, walk slowly around your 
house four or five times, men- 
tally placing furniture, hang- 
ing paintings and generally 
"doing it up". Go through 
each room carefully and de- 
liberately. Then, sit down 
(with your interior designer 
if you're using the services of 
one) and decide on the 
colours you think will go best 
with the décor you have in 
mind. Then, paint small 
patches of walls with each of 
the colours you have short- 
listed and leave them on for a 
few days. Colours react to nat- 
ural light, artificial light and 
shadows in different ways. 
Observe them in different 
light conditions over a few 
days and then decide which 
colour(s) you want. 


Should you go for bright colours? 


That depends entirely on your taste and inclina- 
tion. But in general, an entire room painted a 
bright red or orange will look too loud and jar- 
ring. But, if you were to paint only one section 
(maybe the wall behind the dining table, or the 
one behind the big sofa) in a bright colour it will 
stand out from the rest of the room (painted in 
a muted shade like off-white) and create a dra- 
matic effect that will add character to the room. 





Should you go for 
textured surfaces? 


Patterned surfaces look good with some kinds of 
décor. Mud finish walls, for example, have be- 
come very popular in recent times and look 
good with some types of home bars and ethnic 
corners. Because of their texture, these types of 
walls allow for interplay between light and shad- 
ows and add depth and character to the room. 
On the other hand, they also gather dust and get 
dirty very fast, so main- 

tenance costs are high. 
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What about 
wallpapers? 


Depending on the design, wall- 
papers can either make your 
wall look bigger and spacious 
or smaller. However, if you are 
the kind who'd like to experi- 
ment, go in for the wallpa- 
pered look on any one wall. 
This way you can choose your 
designs from a wider base. 
Also, wallpapers can be used 
to cover tabletops and ceilings 
provided they are high enough 
and sometimes even doors and 
windowpanes! 


What else should 
you bear in mind? 


You have to keep your lighting 
system in mind while choosing 
colours and patterns. Since the 
primary appeal of both is vi- 
sual, they should complement 
each other; for example, if the 
room's tone is primarily off- 
white or yellow, then fluores- 
cent lamps will work at cross- 
purposes with the colour 
scheme; plain white or halo- 
gen room lamps, on the other 
hand, will complement the 
tone of the room. 


PHOTO: DEBASIS PALIT 
LOCATION COURTESY: NIHO SCOTTISH 
GARDENS, INDIRAPURAM 
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Both practically and =< aS 
aesthetically, floors are t b 
basis of your home. Read ^ 
on and find for yourself. — | 
the finest floorings mm; 
TEJASWI RATHORE d 
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Į™ loors, literally, make up the 
Ie base of your house. Hence, 
8 their colour, texture and pat- 
tern have a major impact on the 
overall decor. Large patterns, dark 
shades and borders in the flooring 
will make even a fairly large room 
look small. On the other hand, 
small patterns, light shades and 
plane surfaces will create an 
impression of a larger space. 

Floors are also the most used 
surface in any house, where things 
are spilled or dropped, so you 
have to factor this in while decid- 
ing on what type of flooring you 
want. Types of floors: 
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Brick floors look cozy and rustic 
(especially in reds, buffs or browns) 
and give a cool and chic look in 
shades like blue, purple and yellow. 
Non-slip, waterproof, stain- and 
grease-resistant bricks are ideal for 
hallways leading to outside areas. 
Bricks can be laid in a variety of 
patterns or in conjunction with 
other surfaces like stone. The com- 
bination of bricks and rugs looks 
particularly good. 


MAINTENANCE: Easy. But they 
tend to heat up very fast. Hence, 
they aren't ideal for Indian sum- 
mers. But if you still insist on brick 
flooring, be prepared for much 
higher power bills, courtesy your 
air-conditioner. 


PRICE: Rs 50 to 250 per sq. ft. 








Marble 

Italian marble is a rage in India, 
but remember, the world's most 
exquisite marble building is made 
from the stone that comes out of 
the quarries of Makrana in 
Rajasthan. White marble with grey 
veins is the most popular and is 
easily available, though black with 
white veins are also available. 


MAINTENANCE: Easy. It does not 
need much surface treatment once 
it has been industrially polished, 
though it may need re-polishing 
every couple of years. 


PRICE: Rs 50 to Rs 1,000 per sq. ft. 


Ceramic files 
They come in a huge range of 
styles and a variety of sizes— 
from 6 by 6 inches to 20 by 40 
inches to foot-square ones—and 
shapes. Since they are cool to 
feet, they are useful in tropical 
countries like India. 


MAINTENANCE: Moderate. 
These tiles are extremely durable 
but the thin surface glaze and 
the colours below get worn 
away after a few years. 


PRICE: Rs 95 to Rs 260 per sq. ft. 


Won 
Wood provides for an 
aesthetically pleasing surface 
that looks equally good in 
kitchens, bedrooms or living 
rooms. Wooden floors can 
be broadly classified as new 
wood, old wood and 
plywood, all of which are 
reasonably durable. But 
heeled shoe and cigarette 
burns leave bad marks. Too 
much dry heat may cause 
shrinking, so check the level 
of humidity in your house. 
Similarly, too much moisture 
may cause swelling. 


MAINTENANCE: Difficult. They 
scratch easily and need to be 
repolished every 4 to 5 years. 
Otherwise, they can give 

your house an unkempt, 
rundown look. 


PRICE: Wooden flooring 
comes expensive, starting 
from Rs 300 per sq ft and 
going up to Rs 700 per sq. ft. 
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This is probably the most 
ancient, elegant and 
graceful flooring. Mosaic 
makes for very durable, 
cool but potentially noisy 
floors. This flooring comes 
in silica, clay or marble 
with glazed or unglazed 
finishes. What makes 
mosaic irresistible is the 
amazing range of colours, 
designs and patterns that 
it offers. 


MAINTENANCE: Easy. 
Mosaic should not be 
polished. Washing is the 
best way to clean and 
maintain such floors. 





Fy PRICE: Depends on the 


ES material and finish. 









otones 

Stone flooring lends a rustic 
and colonial look to the 
house. It is best suited for 
corridors, halls, kitchens and 
gardens. Stone flooring is 
extremely hard-wearing and 
keeps cool but is noisy. The 
variety of stone flooring is 
as vast as the range of stones 
available. Some commonly 
used stones are Jaisalmer 





yellow stone, Jaipur green 
stone, variety of sandstone, 
granite, etc. Granite cracks 
easily and is slippery. Hence, 
it is not very commonly used 
in floors but as a substitute to 
or in combination with tiles 
in kitchens and bathrooms. 


MAINTENANCE: Most stone 
floors are easy to maintain. 


PRICE: Cost varies according 
to the type of stone. 


Footnote: You can also have 
flooring made of pebbles 
and cobbles, and semi-hard 
materials like hardboard, 


cork, coir and linoleum. 


` MAY-JUNE 


HOW TO ZERO IN 
ON THE TYPE 

OF FLOORING 
YOU WANT 


Use this simple checklist 
to narrow down your 
choice: 


[V] First, list out the 
activities that are likely 
to take place in the area 
For example, will it jus 
be used for living, eati 
and sleeping, or will it 
be used for cooking, 
bathing, washing? 


M Are there any areas 
that will be subject to 
heavier wear and tear 
than other areas (for 
example, an exercise/ 
dance room or a 
workshop)? 


[wii the area be 
subjected to frequent 
wetting (as in toilets, 
kitchens, etc)? 


Mipo you have dogs, 
cats or other pets that 
take a toll on some types 
of floors? 


[win you change the 
flooring after a few 
years, or do you want it 
to last till Judgment Day? 


[V] Does the type of 
flooring you desire 
require extensive 
maintenance? 


[V] does the type 

of flooring you desire 
require lots of 
pre-installation work? 


Mare cheaper 
alternatives available? 





2007 BUSINESS TODAY 31 





“ E y, 
"ul i 
k | 
S 
i ' 
, , 


Interior Design FAQs - 


qe P 


er 


ng'ends with 


x 


wood, marbles.and.tilés, then welcome >. 
to the world of carpets. They lenda- UA 

magical look to your house jüstas théy. 
did to the stories of Arabian'Nights! * 5 


TEJASWI RATHORE 3 (0 
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rom the magical flying carpets 
to the more real Persian ones, 
the range of carpets is bewil- 
dering. One can broadly clas- 
sify carpets into: 
m Silk carpets 
m Wool carpets 
m Non-wool carpets 

Silk carpets (mostly handmade) 
come in intricate patterns and are 
expensive. They usually have more 
ornate patterns than other types of 
carpets and are best suited for areas 
like drawing rooms. The more com- 
monly used types, though, are made 
of non-wool fibres like acrylic, nylon 
and polyester. They are durable and 
easy to maintain. 








How should you assess carpets? 
A rough idea of the durability of mac- 
hine-made carpets can be gained from 
assessing the denseness, resilience and 
weight of their pile. Just press your 
thumb into the pile to see how quickly 
it recovers; the quicker it does, the 
denser and more resilient it is. Short, 

PHOTOGRAPHS BY DEBASIS PALIT 


LOCATION COURTESY: FLOORS & FURNISHINGS, 22/13, 
GURDWARA ROAD, KAROL BAGH, NEW DELHI 
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dense-fibre carpets are the most 
durable. For handmade carpets, knots 
are the deciding factor. The higher 
the number of knots, the more 
durable the carpet is. With high-knot 
density, the carpet's surface feels more 
solid and will have better protection 
against ageing. 


Which carpet should you buy? 
That depends on your taste, budget 
and the purpose for which you are 
buying it. For an all-purpose carpet, we 
recommend one with 80 per cent wool 
and 20 per cent nylon. 





What is an underlay? Does 
every carpet need one? 

Good carpets come with a good un- 
derlays. Underlay is a thin layer of 
cushioning made of materials such 
as sponge-rubber or an animal 


fibre. It is laid beneath car- 
peting to provide com- 
fort underfoot, re- 
duce wear on the N 
carpet and provide Gs 


HOW SHOULD YOU CLEAN YOUR CARPETS? 
New carpets tend to produce fluff. For the first few times, they should be cleaned lightly with a hand 










insulation against sound, moisture 
and dust. Unless the carpet is foam- 
backed, you'll need an underlay. 
Animal-fibre underlay has high res- 
ilience and it should have a weight 
of about 1 kg per sq. m. 


How are carpets different 
from rugs? 


Technically speaking, carpets and rugs 
are the same. Smaller carpets made 
of wool or other thick fabric that are 
loose laid on the floor are generally 
called rugs to distinguish them from 
the larger carpets which may or may 
not be cut to the dimensions of indi- 
vidual rooms. Rugs can give smaller 
rooms or sections within a large room 
a very interesting character. They can 
be used in the traditional European 
style with a centre table on it and sofas 
and chairs around it. Alternatively, you 
can use rugs to create a floor seating 
arrangement with cushions and lamps. 





brush. Thereafter, they should be vacuumed at least once a week to prevent dirt from getting embedded 


Carpets 
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YOUR 
MOST 
PERSONAL 
SPACE 


Here are some general tips 
on how to do up your bedroom. 
BIBEK BHATTACHARYA 





our bedroom is your most 

personal space in this world, 

so you should do it up ina 

way that you are most com- 
fortable with. It is also the room in 
which you spend the maximum time in 
your life (at least a third of your entire 
life will be spent in it), so, ensure that 
it is done up in a way that makes you 
look forward to sleeping, and wak- 
ing up, in it. 


Is your bedroom just a place 
to sleep in, or will it be used 
for other purposes as well? 
For most people, bedrooms double 
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up as personal studies (they keep their 
books, computer, television and music 
system here) where they work late 
into the night. So, these additional 
functions have to be factored in while 
designing the room. You'll need a 
computer-cum-study table, maybe with 
built-in book and TV shelves. Then, 
you'll need space for a small sofa set, 
or at the very least, a couple of bed- 
room chairs. And you'll need to see 
if the dimensions of the room will 
allow these. 


What kind of lighting do you 
need for your bedroom? 

Just think of all things you'll do in the 
room and the lighting solutions will 
automatically fall into place. You'll 
need bright ambient lighting solu- 
tions for your room; this can be 
achieved by installing one or more 
fluorescent energy saving lamps in 
your room. Then, you will need bed- 
side lamps, which can create a rom- 
antic ambience for a quiet evening 


WHAT CURTAINS SHOULD YOU HAVE? 


Ideally, go in for two layers of curtains, a thick chintz one outside and a see-through lace one inside. 


This will allow you to draw the thicker one at night to ensure privacy and block the early morning 
sun; the lace curtains will give the room just the right dreamy feel during the day. 








with your spouse or companion and 
also come in handy for after-dinner 
reading. A table lamp on your desk, a 
spotlight over the dresser and a night 
lamp that you can keep on all night 
are other lighting solutions you will 
definitely need. 


How should you choose your 
bed? 

This is actually more difficult than most 
people believe. Remember, every hu- 
man being spends about a third of 
one’s life in bed, so it’s a good idea to 
pay some attention to this often neg- 
lected piece of furniture. Go for one 
you are comfortable with; but bear 
in mind that the ones with wooden 
bases are the most comfortable and 
long lasting. Take this test: if your 
spouse and you are going to share 
the bed, don't feel embarrassed to lie 
down next to each other in the shop 
and link your hands behind your 
heads; if your elbows touch or hang 
out of the sides, then it's too narrow. 
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DRESS UP YOUR | 


WINDOWS . 









Your window to the world needs to be dressed just as 


ally have clear central panes and the 
ides should be opaque. This will cut 
down the glare and allow natural light to 
softly filter in. Arched windows, on the 
other hand, can be a challenge. You can 
use blinds to cover the straight side of the 
window, and can hang high curtains 
above the arch, letting them fall straight 
to the floor. 


| arge multi-pane windows should ide- 


How should you go about choosing 
the right curtain fabric? 

While buying curtains, it is important 
that you keep the colour, design and 
texture of the fabric as well as your room 
in mind. For a bright, summery look, go for 
light colours like lilacs and creams and 
couple them with nets and blinds. 
Embroidered or textured linen can be the 
perfect fabric for Indian summers. For a 
more formal and regal look, go for velvets 
(textured or cracked) and brocades, though 
nothing can beat the sheer sophistica- 
tion of silk. 


What else should you take into 
account? 

You must keep the size of your room in 
ind while selecting curtain fabrics. A 





beautifully as the rest of your house. Here's your guide 
to some wonderful options. TEJASW! RATHORE 


small room with small windows will look 
best in light colour curtains; bright 
colours, on the other hand, will high- 
light the small dimensions of the room. 
Likewise, large and tall windows n 
heavy drapes and two layers of curtai 
with net or lace on the inside and he 
drapes made of velvet, brocade or 

on the outside. 

IMPORTANT: Before buying the fa 
check whether it is pre-shrunk. The fabri 

should always be washed or dry-cleaned 
before curtains are made. 





















WHAT'S WHAT OF CURTAII 
DRESSING | 


Pelmets and Valances: Pelmets and . 
valances fit over the curtain headings . 


l 


(usually the same pattern as the curtai 
but you could use contrasting or 
adventurous patterns to add style 
Pelmets define the curtains and create - 
the desired contours. 

Valances give a softer effect than pe 
mets and consist of soft pleats or gathers - 
falling across or down the side of” he. 
curtain in a shaped curve. 


WATER cr mm cm 


HEADINGS 

Heading is a gathering or pleat- 
ing at the top of the curtains. 
The most popular types are: 


1. Pinch Pleats: They are 
small clusters of pleats grouped 
at regular intervals. They suit 
heavy ceiling-to-floor curtains. 


2. Pencil Pleats: They are 
lighter and run continuously 
across the curtain. They work 
well with lightweight nets. 





3. Tab-top Headings: They 
are in the form of loops on 
the curtains and are often 
styled by buttons. They lend 
a casual look and are suitable 
for children’s room. 


TIE-BACKS 

Tie-backs are both practical and 
decorative and enable the curtain 
to fall in attractive curved patterns. 
They can simply consist of a doubled 
straight piece of fabric, attached by 





4. Gathered Headings: They A L rings to a hook on the window 

are a cross between pinch and frame or wall. Tie-backs can 

pencil pleats. This heading also be elaborate with deep curves 
works best for short and light of cloth with bows and tassels. If a 
curtains and look good with 3 valance has been used, then tie-backs 
a pelmet or valance. i can be made in the same fabric. 

DR ayi ieat UNFOLDING THE BLINDS 





Blinds and shutters, which are relatively inexpensive, 
help control heat, reduce noise and provide privacy. 
And because they are less over-powering than curtains, 
they tend to work well with small windows. Blinds look 
best when they are longer than they are wide. While 
doing a large window, hang several narrow blinds 
rather than one very wide one. This will lend flexibility 
in controlling the light and will help soften the effect —— 
of a big glass expanse by adding contours. 





The most common and practically useful blinds are: 


Roller blinds: They can be used on their own or 
matched with very formal curtains for a delicate effect. 


Roman blinds: They draw up into a series of broad flat 
pleats, giving a neat pelmet effect. They work well with 
plain curtains. Roman blinds suit dining or living rooms. 


Wooden blinds: Wood and cane blinds come in 
several different forms. Wooden blinds look wonderful 
with strong sunlight behind them. 





PHOTOS. DEBASIS PALIT 
LOCATION COURTESY. SEASONS, GROUND FLOOR 
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COOKING 
SECRETS 


What's cooking in this room 
sets the flavour for the rest of 
the house. So to get the perfect 
recipe, it's important the 
ingredients (read elements) 

of your kitchen are in the 

right place! TEJASWI RATHORE 


he kitchen is one of the techni- 

| cal areas of the house where, 
apart from style, one needs to 
keep in mind the basics of layout, 


though you can play with the archi- 
tectural plans to suit your style. 


Here, the basic modules are charac- 
terised by standardised units for the 
floor and walls; they have deep units 
to accommodate electrical appliances 
and gas trolleys, and a wide choice 
of accessories in the form of wire 
baskets, carousels, adjustable shelves 
and pull-out units. 

A wide variety of materials is 
used. You can choose from natural 
or lacquered wood, combinations 
of wood and laminate, laminate and 
granite, or even aluminium and 
marble. 

Some leading modular kitchen 
brands are: 

Haecker 

Price Range: Rs 2.5-40 lakh 

Website: www.haecker-kuechen.com 
Veneta Cucine 

Price Range: Rs 3-40 lakh 

Website: www.veneta-cucine.com 
Lispo 

Price Range: Rs 1 lakh to Rs 1 crore 
Website: www.lispo.com 


36 BUSINESS TODAY MAY-JUNE 2007 


ASIS PALIT 


PHOTOS: DEBAS 
















Kitchen Triangle: 
The three basic 
elements that constitute 
a kitchen are the stove, the 
sink and the work surface 
(where you cut the vegetables 
and mix your spices); these are 
the primary work centres in a 
kitchen. While designing one, it 
must be kept in mind that no two 
centres should be more than a 
double-arm span apart—to avoid 
tiring while cooking—nor should 
they be uncomfortably close. 
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Adjusting 
Heights 


When designing a 
kitchen, the most 
common mistake 
is to place all the 
units at a uniform 
height. The 
height of your 
work units should 
depend on your personal require- 
ment and the task at hand. For 
delicate tasks like icing a cake, a 
higher surface is more suitable 
i.e., more than the standard 900 
mm (approx 3 ft). Heavier tasks 
like Kneading and chopping 

strain your upper-arm and back 
muscles, so the work surface 
needs to be lower. 





KITCHEN CHECKLIST 


[V] The work surface should be large enough 
to serve a meal 


[V] Never place the stove under a cabinet 


[V] Leave space on both sides of the sink to 
stack utensils 


[V] it must have proper ventilation and get 
sufficient amounts of natural sunlight 





Single line kitchen: As the 
name suggests, here every- 
thing from your cupboards 
to appliances are set on one 
wall. In a single line set-up, 
the sink should be placed in 
the middle, and the work surface and stove at 
either end of the line. Single-line kitchens are the 
best option in limited spaces. 





The galley kitchen: Also 
known as Corridor Kitchen, 
it is arranged along two fac- 
ing walls. In such a layout, 
the sink and stove should be 
on opposite sides of the 
kitchen. The width should allow for adequate 
door clearance and bending space. 





L-shaped kitchen: The 
L-shaped floor plan is a more 
open layout and works well in 
square rooms. It should have 
the sink in the middle for an 
easy orbit of movement. 


U-shaped kitchen: This is 
one of the most workable 
arrangements and provides 
an uninterrupted space for 
making cooking and serving. 
The stove and the work 
surface should be across each other. 





Island kitchen: This layout works where there is 
enough space. It also de- 
mands careful designing to 
ensure easy movement. Here, 
the island is in the centre and 
also serves the purpose of a 
room divider. This layout is 
more preferred in commercial kitchens, but can be 
suitably adjusted to your personal needs. 
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cool, a good chimney is a 
must. In the modular kitchen 
format, they are better 
known as “extractor hoods”, 
and remove grease, combus- 
tion products, smoke, odours, 
heat, and steam from the air 
by a combination of filtration 
and evacuation. Most modu- 
lar kitchens come with chim- 
neys, but even if you don't 
have a modular kitchen, it is 
still a good idea to install a 
chimney. An electric chimney 
consists of three main 
components: 

m A skirt to contain the rising 
gases 

m Filters to filter out grease 
m Fan for forced ventilation 
Electric chimneys often 
include lighting to illuminate 
the stovetop. 

Some top brands are: 

Faber 

Price Range: Rs 7,000 to 

Rs 25,000 

Website: 
www.faberonline.com/ 

Cata 

Price Range: Rs 4,000 to 

Rs 1,50,000 

Website: www.cata.es 
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' sod and bottom) The black granite in Passion 
ls Swarovski's bathroom by Kludi’ lends dept h and space to 
ri the room. Price on request. (Www.Swarovski.com) 


Your bathroom, as the unctionality and efficiency should be the cornerstones of bathroom design, but that 
cliché goes, is a room doesn't mean you should give luxury the go-by. This is, after all, the place where you 
pamper yourself to the extreme after a sapping day's work, or a night of rest. 


too. And it's probably 
the only other room 


after the bedroom m 
which allows you to Divided, They Add Up 


get up, close and Any bathroom should have three clear 


personal (pun intended) divisions—the WC, the basin and the 
i bathing area. It's a good idea to segre- 
with yourself. So, 


gate the wet and dry areas with tough- 


pondering over Its ened glass partitions. Alternatively, your 
layout is actually well bathroom design should seamlessly lead 
worth spending from one to the next—for instance, a 

time over. basin and a bidet should be close at 

TEJEESH N.S. BEHL hand to the WC and a towel rail should 


not be more than an arm’s length from 
the bath or shower. 

Placing the WC straight in front 
of the door. 
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Let There be 

Light... 

Lead with natural light; ensure 
as much of it as possible, ei- 
ther through large glass win- 
dows or a skylight. Back it up 
with artificial light, especially 
when it comes to task lighting 
above the basins. Preferably, 
choose white light for mirrors 
while yellow could be for gen- 
eral lighting. 

AVOID: Exposing lighting fix- 
tures to direct moisture. It is 
advisable to opt for recessed 
lighting which looks neater. 
Also, use pull cords rather than 
switches. 


Stuff it Up 


If the walls are thick—10 inches 
or more—opt for niches in 
them. Cabinets for toiletries 
can be placed behind mirrors to 
optimise space utilisation in 
small bathrooms. Even coun- 
ters can be used as storage 
spaces. 

AVOID: Using toughened glass 
for storage spaces as it requires 
constant cleaning. Choose tim- 
ber or melamine-coated chip- 
board shelves that are more 
practical. Steam-proof cabinets 
are also available. 


Make Space 

The feeling of spaciousness 
depends, to an extent, on 
colour schemes and patterns. 
A white foreground with black 
at the farthest end adds depth. 
Ditto for large mirrors, glass 
panels and large windows. 
AVOID: A single tone or single 
pattern colour scheme. For ins- 
tance, an all-black or all-white 
colour scheme will make even a 
large bathroom look small. 


Opulence and grandeur come together in Clive Christian's English 
Green bathroom with an antique French gold finish chandelier and 
an empire day-bed. Price: On request (www.clive.com) 


Walls and Floors 

For walls, try marble tiles or eggshell or silk finish 
paint. Alternatively, washable wallpaper can also 
be used. For floors, choose between cushioned 
vinyl which is comfortable, or ceramic tiles. 
Marble, of course, remains the all-time favourite, 
though it does tend to be a little slippery. 
AVOID: Ceramic, glass or mosaic tiles on walls— 
while they are excellent for waterproofing and 
easy to wipe clean, they come a cropper when it 
comes to condensation. 


Window Dressing 

These can be etched, opaque or stained glass, 
though it's not really haute if the window is 
large. Washable louvres or blinds are also a good 
idea. Alternatively, you could use mirror glass, es- 
pecially if it's a small bathroom. 

AVOID: A large plain glass or semi-translucent 
screening with a light source opposite it as it 
will silhouette you to the world at large. 


Wash basin by Roca positioned strategically to utilise 
natural and task iat na Price: Rs 1,54,944 (WWW.roca.com) 
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Clive Christian's Ensuite bathroom with 
mirrored vanity in cream and gold leaf 
Price: On request (www.clive.com) 


Ventilation 

Those potted plants you see 
in design rags aren't just show- 
pieces but actually serve a 
purpose—they keep the bath- 
room smelling fresh, naturally. 
This also brings us to another 
important aspect, ventilation. 
No amount of room fresheners 
Will work their charm if there 
isn't enough circulation of 
fresh air. Besides, ventilation 
also keeps steam and conden- 
sation at bay. 

AVOID: Exhaust fans; instead, 
use diffusers. Geysers should 
not be exposed but installed 
behind a trap-door. Besides, 
electrical sockets should be at 
a safe distance from faucets. 


PHOTO. DEBASIS PALIT — v 
LOCATION COURTESY: CHINA HOUSE 
M 23 GF NEW DELHI 
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Roka's multi-functional steam room 

(mode! B2306A) offers a steam and massage 
with bubble bath, FM, external CD and telephone, 
Price: Rs 2,70,000 (www.rokaindia.com) 


Fixtures 

Tubs and Showers 

These are available at various price 
points and you will definitely find 
ones that suit your budget. These 
range from traditional cast-iron 
tubs with vitreous enamel finish 
to ones lined with 22 carat gold, 
just in case you really believe in 
flaunting what you have. Sunken 
tubs are an option, but you'll need 
greater space. Of course, when it 
comes to sheer style and grandeur, 
nothing beats the Jacuzzi La Scala 
Whirlpool Bath—replete with a 
43" HDTV flatscreen built-in TV 
with a floating remote control, a 
DVD system, surround sound, 
CD/AM/FM stereo with remote 
control, underwater mood light- 
ing, slip resistant bottom and 
power jets to massage. All yours 
for Rs 15 lakh. 

Prices: Vary with brands 

Some leading brands: Kohler, 
Roca, Aquatic, Duravit and Jacuzzi. 


Showers 

Showers are more economical than 
baths—in terms of water usage—so 
they might be a good idea in this 
age of eco-consciousness. Shower 
cubicles have the advantage of 
keeping the rest of the bathroom 
dry but cannot always be accom- 
modated in today's small bath- 
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Equipped with 13 jets, underwater lighting and water pumps of 1.5 
KW each, Manhattan by Roca has a capacity of 2,100 litres. 
Price: Rs 5.95 lakh (www.roca.com) 





Kohler sunken bath tub on a raised platform 
Price: On request (www.kohler.co.in) 


rooms; a shower curtain with a raised low 
wall-partition can be an excellent substitute. As 
with bathtubs and jacuzzis, showers, too, have 
an array of hi-tech gadgetry attached. 
Interbath's Krystal Ondine Electronic Light 
Shower system, which also has a Swarovski 
studded variant, is based on the principle of 
chromatherapy (therapeutic effects of colours). 
Alternatively, you could install Kohler's touch- 
screen shower controller with a digital thermo- 
static valve that allows you to set the temperature 
of the water jets while the touchscreen controls 
the water pressure and the temperature on 
each of the eight shower heads. 

In ultra-luxe, there's the electronic impulse 
shower which releases high-powered jets of hot 
and cold water in alternative bursts to give 
your body a massage. 

Prices: Rs 1,00,000-2,00,000. 
Some leading brands: Ondine, Kohler, 
Aqualux, Artweger and Grohe. 


That Sinking Feeling 

Basins, toilets and bidets are available in glazed 
vitreous china, though marble is another 
favourite when it comes to basins. High-end 
brands also use glass, ceramic, metals and 
other material as well. 

Prices: Rs 7,000-95,000 (basins); Rs 5,000-70,000 
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(toilets); Rs 15,000-30,000 (bidets). 
Some leading brands: Shanks, 
Roca, Hastings, Duravit and Cornat. 


WCs 

Toilets range from the symphonic- 
flushed units, which suck the waste 
quickly and quietly down the drain, 
to the more common wash-down 
toilets which are cheaper but nois- 
ier. Bidets are an essential accom- 
paniment and are equipped with 
separate hot and cold water pipes 
and a vented soil pipe. 


Turn on the Heat 

Saunas and steam rooms are now 
standard accessories in most high- 
end apartments. While the former 
uses dry heat to induce perspira- 
tion, the latter uses steam to 
cleanse the body pores through 
perspiration. Usually available in a 
readymade kit, they come 
equipped with wall and ceiling 
panels of Finnish pinewood and/or 
rock-wool, double glazed doors 
and adjustable vents to let in fresh 
air as required. 

Prices: Rs 1 lakh onwards. 

Some leading brands: Hydrojet, 
Amerec, Finlandia and Cal Spas. 
AVOID: Getting these fitted by your 
local mistry. A door that doesn't 
shut properly will nullify the pur- 
pose for which you've installed it. 


This Cal Spa Sauna comes with an optional CD 
stereo system and LED lighting. 
Price: On request (www.calspas.com) 





MICE 


Viectings, incentives, * onferences & | xhibitions 


No one understands MICE like we do 


SO ———— —————— 
large open space you 


We've found it. 
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Picture courtesy: Taj Hotels 


A Cox & Kings MICE is an experience unlike others. That's because we've put together the finest venues 
and destinations, the finest experiences and the finest team of people who can fulfill all your requests. 
No wonder we've been acknowledged as the best MICE operator, seven years in a row. 


THE COX & KINGS MICE ADVANTAGE 


* Planning of the event * Venue selection + Accommodation from budget to luxury hotels * Travel - road, rail, air & local transport 
management * Assistance at the venue * Plan and execute day program and evening entertainment * Cost effectiveness & value for 
money * Financial and budgetary control * Effective logistic management * Reliable and professional escorts 


And above all an exclusive Cox & Kings experience... 
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. National Tourism Award, _ National Tourism Award, "Best Domestic Tour Operator" "Best Outbound Tour Operator" 
Ministry of Tourism, Gowt. of India Ministry of Tourism, Govt. of India awarded by Galileo Express Travel awarded by Galileo Express 
Best Conference Agency "Best Domestic Tour Operator" & Tourism Award for last 3 vears Travel and Tourism Award 
for the last 7 vears for the last 3 vears : 


ESTABLISHED 1758 


Email at: meetings@coxandkings.com or visit www.coxandkings.com 
Delhi Office: Indra Palace, H - Block, Connaught Circus, New Delhi 110 001. Tel: +91 11 4129 7926. Fax: +91 11 4151 3822. 
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CUTTING 
THE 
CLUTTER 





Yes, even the little spaces 
where you put things away 
need some thought behind 

them. TEJEESH N.S. BEHL 


t the very outset, this piece is cer- 
Ae not for those of you who 

passionately believe that there is 
order in chaos—we don't want to disre- 
spect your beliefs and hurt your senti- 
ments. For others, planning for storage in 
your abode will require the summation 
of all your genius, especially if it's a small 
apartment. Why? Because creating stor- 
age space is not about stuffing and shov- 
ing everything beyond visual range. It 
needs planning on not just what to put 
where but also how to place it there. 


Planning 

Planning storage needs is the perfect job 
for a genius with common sense. Even if 
you have a separate storage room, you 
will still need racks, shelves, drawers and 
display cabinets in each of the rooms to 
keep your possessions. Listing out what 
you have, where you need what and 
how frequently is a good way to start. 


The Entrance Lobby 

The entrance lobby or foyer need not 
just be an area to receive and see off 
quests. If there is no separate store room, 
it can be host to your sports gear, 
footwear and old magazines and news- 
papers. If the walls are thick, opt for an 


Storage: Safety and Comfort 


Adjusting Heights 


In a kitchen, high 
shelves are often 
made too deep for a 
person of average 
height to see what is 
stored at the back 


$ 


ZE Wardrobes 
In wardrobes, the 

| top-most shelf should 
be accessible at full- 
stretch without hav- 
ing to tip-toe and 
should be used for 
light objects. 
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even while stretching. 





.. High Shelves 
Keep high shelves 


of bigger ones helps 
you to see the 








bottle you pick up. 
Heavy objects 


should be stored at 


retrievable without 
too much bending 
and strain. 





narrow. Also, storing 
small objects in front 


contents of the jar or 


Heavyweight objects 


ground level; this will 
ensure they are easily 








alcove shelf with sliding doors to house 
your footwear. 


What to Choose 

Free standing furniture is ideal for book- 
cases, cupboards, chests and wardrobes 
but be prepared to shell out a lot of 
space for housing them. Built-in units 
are expensive but are permanent and 
save on space—underneath stairs and in 
attics. Modular systems usually comprise 
shelves and cupboards and are available 
readymade, custom-built or do-it-yourself. 
What you choose will depend on what 
your requirements for storage are and it 
is perfectly okay to mix all three options. 


Lower Shelves 


Lower shelves can 
afford to be deeper as 
they allow you to look 
over the contents of 
the front row. 





Waist High Shelves 


be stored at low levels 
should be placed on 


shelves at waist height as 
lifting them to that level 


is still better than lifting 
su them all the way up. 


aNnaxrvuns '1$3804 3XYWO :AS31un0D NOIJVOOTI ^"IHSO V9 HSIIVS O1OHd 


Heavy objects that can't 


WATCHES Mumbai: Skyzone, Phoenix, Tel: 6660 8132; Breach Candy: Tel: 2362 0275/77; Infiniti Mall: Tel: 3254 1043; Bangalore: Infantry Road, Tel: 2532 5577, 
Jayanagar: Tel: 413 0711/7557; Raipur: Regeneration Next, Jail Road, Tel: 509 2961 


NORTH: Delhi - Watches and More Corner @ Samay, Tel: 2511 7400 (Rajouri Garden); Johnson Watch Co, Tel: 5151 7519 (Connaught Place); Something Special, 


Tel: 2461 9201 (Khan Market). EAST: Kolkata - Watches and More Corner (à Ram's, Tel: 3058 8885 (Metro Shopping Centre). WEST: Mumbai - Watches and More 
Corner Kamdar & Kamdar: Dadar, Tel: 2413 6032, 


Available at all Shoppers’ Stop, Lifestyle, Westside, Just In Vogue stores and other leading watch outlets. 
For Trade Enquiries, contact: Egana India Pvt Ltd, Tel: 022-2495 5656-60 Fax: 022-2495 5663 E-mail: sales@eganaindia.com Website: www. eganaindia.com 
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gm henever | am 
E approached to give 
* advice on interior 
| LK design, | suspect 
TS p that | am expected 
to provide an instant set of rules—tried 
and tested style guidelines or formulae 
that can be applied to every home, 
guaranteeing perfect results, every time. 
However, there really is no magic for- 
mula or secret advice | can give be- 
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cause there are no real objective stan- 
dards in interior design and decora- 
tion. What is airy and uplifting to one 
person is sparse and cold to another; 
what one person may consider cosy 
may give somebody else indigestion. 
The home is an emotional concept and 
the enjoyment of it is a matter of taste, 
character and, most of all, it is a ques- 
tion of expressing your personality. | 
would never want to go into some- 
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body's home and find it to be entirely 
furnished by Conran or Habitat furni- 
ture and products. | want to see peo- 
ple's character through what they have 
chosen and love. 

Of course, as a designer, retailer 
and author, | want to put things in 
front of people to help them make 
choices or give them practical infor- 
mation. And in the context of home 
design, the choices have never been 
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greater, with hundreds of books, mag- 
azines and television programmes 
about home decoration available to 
inform but also confuse you. Try not to 
simply import ideas from lifestyle pro- 
grammes or the pages of a magazine; it 
is more important to surround your- 
self with all the things you need and 
make you happy. This is what makes a 
house your home, which should always 
be a reflection of your own personality 
and a place you feel comfortable in. 
Most of all, you must trust your taste. 

For most people, home is the heart 
of life and is defined by a variety of 
functions—cooking, eating, washing, 
relaxing, entertaining and sleeping. 
Comfort may be hard to define, but 
you certainly know it when you feel 
it. To live a comfortable style of life, 
things must function properly in all of 
these spheres and | believe that where 
and how we live is of fundamental im- 
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Things that work well, look beautiful, evoke 
memories and express our personalities 
restore quality to everyday living—they have a 
profound and positive effect on your happiness. 
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portance to our well-being. Things that 
work well, look beautiful, evoke mem- 
ories and express our personalities re- 
store quality to everyday living—they 
have a profound and positive effect 
on your happiness. A home is greater 
than the sum of its parts though—it is 
where we feel at ease, where we be- 
long, where we can create surroundings 
which reflect our tastes and pleasures. 
Creating a home you feel comfortable 
in is about discovering these elements 
that convey a sense of place. 





Following fashions, 
trends and the latest styles 
will not necessarily bring 
you happiness in your 
home—fashions in interior 
design fluctuate like hem- 
lines but notions of com- 
fort and intimacy are time- 
less. Ultimately, it is more 
important to find out what 
you really like and what 
suits you—if you get a sat- 
isfying combination of 
space, light, colour, mate- 
rials and products, it will 
continue to refresh your 
spirits long after the lat- 
est “look” has had its day. 

If | could close my eyes 
and imagine an interior 
that would make me feel 
comfortable and com- 
pletely relaxed, it would 
have a big, squashy sofa 
upholstered in creamy 
white, roomy wicker chairs 
with large crumpled cush- 
ions and a well-worn stone floor cov- 
ered with a beautiful rug. White linen 
curtains would flutter gently on open 
windows, admitting shafts of sunlight 
and wonderful views over a river and 
lush green landscape. 

My architecture and interior design 
practice has produced contemporary 
design solutions for restaurants, shops, 
apartments, hotels and offices in major 
cities all over the world that reflect 
and enhance the way we live. So we are 
well qualified to comment on the 
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A well-designed interior will reflect your 
personality and leave you feeling happy and 
relaxed. Focus on the simple things. 





positive—and negative—effects an in- 
terior can have on your personality and 
mood. When it is right, when the magic 
ingredients are present and everything 
comes together to function properly, 
then a thoughtfully designed interior 
can lift your spirits and make you feel 
alive, whether you are enjoying a meal 
at a restaurant, staying in a hotel or 
working in your office. 

Space, light, air, colour and texture 
are intrinsically interwoven and con- 
nected. But each element has its own 
impact on the picture, which can be 
revealed in the simplest of alterations to 
your surroundings. A simple, yet dra- 
matic, way of changing an interior is to 
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improve the quality of light as this di- 
rectly affects the way we feel. Where 
possible, flood a room with as much 
natural light as possible and your mood 
will improve straight away. Improving 
the arrangement of lighting can trans- 
form a room—from a place that makes 
you feel jaded or ill at ease for no read- 
ily identifiable reason into a place that 
is positively alive with vitality 
and warmth. 

An interior also must serve its pur- 
pose—no matter how good a room 
looks, if it doesn’t work properly, then 
the sense of frustration will always out- 
weigh any aesthetic pleasure and is 
certain to darken your mood. Some 


Sir Terence Conran is Chairman of Conran & Partners who have worked extensively on the re-design of The Park Hotel 
in Bangalore and New Delhi. They are currently working on the The Park Hotel, Kolkata. 





people are prepared to spend astro- 
nomical sums of money on the most 
ghastly, tasteless interiors you can imag- 
ine, purely to impress others and 
demonstrate how wealthy they are. 
But the reality is that such places don't 
function properly and are actually not 
very inspiring places to spend time in. 
Design should be about solving prob- 
lems and making people's lives easier; 
not making them more complicated. 
And beware of too much technology 
which can make your life unnecessarily 
complicated. 

A well-designed interior will reflect 
your personality and leave you feeling 
happy and relaxed. Focus on the simple 
things that make you happy; you are 
more likely to enjoy surroundings that 
express your personality and—most im- 
portantly, it will work well and allow 
you to live a life free of complexity, 
which is perhaps the greatest luxury in 
these chaotic times we live in. I 





Some 
ple 

gO to great 
engths to 
Keep Tit. 
some 
Just srt 
around. 



























Sitting around | that un Iy If you're sitting or m 
chair from Featherlite. The chair's back ar | the seat move in tànden 
aratio of 3:7 mimic nq tl e natura! movement of tht Hine The Laas litt 
technology allows the height of the lair to be adjusted easily, and t! 
armrest heiahtis ;wjustadlie as well. The depth of the seat ts DeODIe Oo! 


different heights, and the backrest tilts with ariable resistance 
experience sitting in an Optima once. And you'll be talking about it even 


tw eni v Vear S later 


\ 
Optima 


#2, Timberyard Layout, Mysore Road, Bangalore 26. Ph: 080 26744047 / 5002 / 2307. Fax: 080 26740449 Email: sates@featherliteindia.com www.featherliteindia.com 


SHOWROOMS: BANGALORE: 080 22254009, 22203812 / 13 CHENNAI: 044 28237764. 28224785 MI MGA O22 924948, 30946805 NEW DELHI: OTt 51603911, 26277289 PUNE: 020 261210688 
MO28T/ / 18 SECUNDERABAD: 040 27808906, 27802602 GOA: 093250 51361 KOCHI: 0484 2776935, 3781284 MANGALORE: 0824 2440141 VISAK PATNAM: 0891 2530770, 2552047 BEGUSARAI 


06243243265 MYSORE: 095821 2424946, 098451 10402 PORT BI AIR 0 3192 230652 TINSUKIA: 0374 2340591 


REPRESENTATIVES: TRIVANDRUM: 093494 $5501 BHI PAL 093031 00055 Cell 093023 44.842 GURGAON 098100 99222 RAIPUR: 094252 08846 JAMSHEDPUR: 094315 24053 CHANDIGARH: 093175 47666 


btmore 


Vaastu Shastra am 












North: This is one of the most important 
directions of the square as it is aligned to the 


[) | = - - H = NT earth's magnetic pole. It is considered the 
f “heaviest” direction, and is ruled by Kuber, 
the lord of wealth. 

STRO KES CONCLUSION: You should keep your money in 
“te the north of your house. This is where your 

F C) H treasury should be. 
FOLKS | a 
| 
E € 
AW. 
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North East: The presiding deity of this 

direction is Shiva and this is the 
direction of religion and faith. 

CONCLUSION: This is where your puja 
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Increasingly, Indians are | 


incorporating the principles E! 

of Vaastu Shastra and A 
Feng Shui in the design of % 
their homes. BT More takes a €, 


look at how these sciences 
work and what they can, 
and can't, do. 

BIBEK BHATTACHARYA 


AND TEJASWI RATHORE et LN 


aastu Shastra is the science of 
V designing and building structures 

that are in harmony with physical Gy 
and metaphysical forces like gravity, elec- à Y% 
tromagnetism and prana, the life force that 
powers the universe. At its base lie the beliefs 3 
that one’s physical environment can be im- \ 
proved if one flows with the metaphysical tide; 
and that creation is made up of five elements or 
panchabhoota—earth, air, water, fire and space. 


What are the cardinal directions in Vaastu 
Shastra? 

In Vaastu Shastra, the Vaastu Purusha mandala is a 
ready-reckoner for generating design. It provides both 
the emblematic and mathematical guidelines for the 
design of houses. The basic shape of this mandala is 
square. It is often referred to as chaturbhuj mandala ora  . 
four-cornered mandala and, among other things, lays out the j ` E 
cardinal directions. 
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room should be. 


East: This is the direction of the rising 
sun. Prana, or the life force of the 
universe, comes from the east as does 
light, warmth and knowledge. The 
presiding deity of this direction is 
Aditya, the Sun God. 

CONCLUSION: This is ideal for your bath, 
but experts also advise you to locate 
your children’s room in the east. 


South East: The presiding deity of 
this direction is Agni or the God of 
Fire. This direction is synonymous 
with energy, light and power. 
CONCLUSION: This makes it ideal 

for your kitchen. 


South: The presiding deity of the 
south is Yama, the God of Death, 
Truthfulness and Renewal. If north is 
the heaviest direction in Vaastu, then 
the south is the lightest. This is im- 
portant, because Vaastu says that hu- 
man beings are built like a magnet. 
You should sleep with your head to 
the south, as it is the heaviest part of 
your body. 

CONCLUSION: Locate your bedroom to 
the south. 


South West: This direction is ruled 
by pitr, our ancestors. 

CONCLUSION: It is a good direction to 
have your closet and for storage of 
tools and garden implements. 


West: The presiding deity of the west is 
Varuna, the God of Water. 
CONCLUSION: This is traditionally 


WHAT ARE STRICT NO-NOS IN VAASTU SHASTRA? 


room under a 


considered the ideal location for 
dining and living areas and studies. 





North West: It is best not to have 
your bedrooms, toilets or kitchens in 
this corner as it is synonymous with 
inauspicious influences like paap (sin) 
and roga (illness). In Vedic times, it 
was customary to construct cattle- 
sheds and granaries here. 
CONCLUSION: You could keep this area 
free, or use it as a storage space. 


Centre: This is the most important 
part of the square as the governing 
deity of the centre is Brahma, the cre- 
ator of the universe. This is the point 
in the mandala where all things con- 
verge and it is considered the most 
balanced point of the house. In tem- 
ple architecture, where Vaastu Shastra 
has been extensively used, the centre 
is usually left vacant out of respect 
for its power. 
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How can you harmonise the flow 
of energy through your house? 
You can do so by keeping the 
following in mind: 


E Keep the east and north east sides 
of your house clutter-free to allow 
positive energy to flow unhindered. 


E Try and keep doors and windows in 
these directions open. Make sure that 
your children's room receives as much 
sunshine and light as possible. 


B As the north is the heaviest direc- 
tion, try and avoid keeping heavy 
pieces of furniture there. Keep your 
heavy furniture in the south. 


@ Vaastu advises that balconies and 
windows should be to the north and 
east. However, if you do have a 
balcony to the south or west, «4 
keep it covered with a 
curtain or with a 
glass partition. 





Bi Keep a crystal 
Shri-Yantra in your 
house for prosper- 


CONCLUSION: You could do the same. ity and health. 
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Feng Shui 


fame; relationships/ 
marriage; 
children/creativity; 
wealth, etc. Now if 
you place your toi- 
let in the trigram 
that brings you 
fame or wealth, it 
will disappear down 
the drain. Instead, 
you could have your 


opposite but com- 
plementary forces 
of nature) in the 
eight directions. Yin 
is the receptive 
principle while 
Yang is the creative 
principle. The tri- 
grams associated 
with the eight di- 
rections are 





arranged in a bagua toilet in the trigram 
map that sets out the eight direc- that brings you health. You could 
tions. The centre of the bagua is also use the bagua map in a par- 
balanced with the creative (yang) ticular room, and in conjunction 
and receptive (yin) symbols, signi- with the trigram chart below, find 
fying harmony. your ideal direction and those that 
you must avoid. The basic 

What is Feng Shui? How should you read the framework is as follows: 

Feng Shui is the ancient Chinese bagua map? 

practice of placement and In a bagua, the south is always on South (Li trigram): The south is 

arrangement of spaces to achieve top. You can use bagua maps to governed by the fire element 

harmony with the environment. It find out which areas in your house which signifies energy, dynamism 

translates literally to wind-water. lack good Chi, and also the posi- and radiance. Chi flowing from 

According to Chinese belief, Qi or tive and negative spaces. To do this direction is invigorating. 

Chi, the universal energy stream this, place the bagua map on the CONCLUSION: You should ideally 

(corresponding to the Indian con- plan of your house, and check the have your kitchen here. 

cept of Prana) is carried by wind— corresponding areas. Each trigram South West (Kun trigram): This 

and, therefore, represents the has its own set of qualities like direction is governed by the purely 

principal of transformation and i 


change—and retained by water, 
and, therefore, represents stabil- 
ity. In the context of human be- 
ings, wind also stands for action 
and enthusiasm, while water rep- 
resents mental strength and psy- 
chological power. Feng Shui tries 
to improve your condition by ma- 
nipulating the holding and dis- 
persing qualities of water and 
wind to your advantage. 












Fame 
Recognition; Fire 


What are the cardinal 
directions in Feng Shui? 

The four cardinal directions, along 
with four subsidiary directions, 
have their own qualities, and the 
flow of energy, or Chi, has specific 
effects in each direction. Feng Shui 
is governed by trigrams, which are 
pictorial patterns used to denote 
the balance of yin and yang (the 
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Career, 
Lifepath; Water 
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receptive principle or yin. It is synony- 
mous with tenderness and relationships. 
The symbol of this direction is earth and 
Chi here is yielding and receptive. 
CONCLUSION: Bedrooms, children's rooms 
should be here. 


West (Tui trigram): It is symbolised by 
a lake, signifying joy and calm. Chi flow- 
ing from this direction brings joy and 
satisfaction, but disruptions may also 
lead to stagnation and unpredictability. 
CONCLUSION: Children’s room, bedrooms, 
living room can be placed here as well. 


North West (Chien trigram): This 
direction is governed by the purely creative 
principle or yang. The symbol of this 
direction is heaven or the sky. The Chi 
flowing from this direction is energetic 
and expansive. 

CONCLUSION: This is the ideal direction for 
the master bedroom or the guest bedroom. 


North (Kan trigram): The element 
governing the north is water which is 
beneficial for one’s health. However, 
disruptions in this direction can also lead 
to danger. Chi flowing from this direction 
is nurturing. 

CONCLUSION: You should place your toilet in 
this direction. In a kitchen, the sink should 
be in the north. 


North East (Ken trigram): This direction 
is symbolised by the mountain and 
denotes all that is stable and still. It is also 
associated with wood. Keeping bamboo 
plants in this direction will help you 





: | harness the good Chi flowing into 


your house. 

CONCLUSION: You can have your study 
here, as this direction is synonymous with 
knowledge. 


East (Chen trigram): Chi flowing from 
the east gives protection. The element as- 
sociated with the east is wood and signi- 
fies warmth, generosity and growth. Any 
disruptions or clutter in this direction may 
also lead to divisiveness in the family. 
CONCLUSION: You could have children's 
rooms, bedrooms or living rooms in this 
direction. 


South East (Sun trigram): Chi flowing 
from this direction is gentle and 
associated with learning and flexibility. 
CONCLUSION: You could have your 
children's room in this direction. 


Centre: At the centre lies the perfect bal- 
ance of yin and yang. It restores harmony 
and it is associated with patience, stability 
and prudence. 

CONCLUSION: Since all the elements of your 
house converge here, you should have 
your living room here. 





HOW WILL YOU KNOW WHICH 
DIRECTIONS ARE GOOD FOR YOU? 
Follow the trigram chart (on following 
page) and find which is your ideal trigram 
direction i.e., which directions are benefi- 
cial for you, and which ones you should 
avoid. The directions in columns A through 
D are beneficial while those of columns E 
through H should be avoided. The direction 
under column D is your ideal direction. The 
following are some general interpretations: 
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* Please note: The trigram chart is based on the Chinese Solar Year, which begins on February 4. 
If your birthday is before this date, then you belong to the previous year's trigram. 


A: fame and fortune; B: wealth and 
friendships; C: familial harmony; D: 
peace and good management skills; 
E: arguments and disharmony; F: 
misfortune; G: accidents and disas- 
ters; H: bad career, bad finances. 

For example, if you were born in 
1981 (after February 4) and you're a 
male, then your trigram is Kan. This 
makes north your ideal direction. 
According to the chart below, SE, E, 
S and N are your beneficial direc- 
tions, while you should stay away 
from the west, north west, north 
east and south west. The south east 
direction will bring you fortune and 
fame; east will bring you wealth and 
friendships; south will bring peace in 
your family and north will give you 
peace of mind. 


HOW DOES ONE HARMONISE 
THE FLOW OF ENERGY 
THROUGH ONE'S HOUSE? 





With so many influences flowing in 
from all directions, it is important 
to harmonise the flow of energy in 
your house. When you move into a 
new house, always burn camphor. 
This gets rid of stale energy and 
freshens the atmosphere. You 


should also keep objects in affinity 
to the directions; for example, place 
bamboo plants in the east and south 
east corners of your house. They 
complement the symbol of those 
directions, which is wood, and 

will harness the positive Chi. 


WHAT ARE STRICT NO-NOS IN 
FENG SHUI? 

The following easy-to-follow tips will 
ensure that your home décor does 
not invite disharmony and chaos. 

ll Don't construct a fireplace or hang 
a painting of a sunset in the north, as 
that direction is governed by water. 
Bi Keep important parts of the house 
like the kitchen clutter-free. Clutter 
blocks the steady flow of energy and 
gives rise to stale energy, which is 
disruptive. 

ll Quickly repair leaking taps, which 
could mean good Chi literally going 
down the drain. 

Bi Do not place your bed or dining 
table under a beam as it has an 
adverse effect on your health. 

B Mirrors and reflective surfaces 
have the power to magnify; so don't 
place them facing your bed or the 
main entrance of the house as that 
gives rise to tension. 
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CAN FENG SHUI ARTEFACTS 
IMPROVE YOUR LIFE? 


Believers say they can. Here are 
some examples: 
E Keep a statue of a dragon in 
your room; this will help in the 
creation of wealth 
B If you want professional success, 
keep a statue of a phoenix in the 
south of the room. It symbolises 
renewed growth and hope and 

is synonymous with fire 

li |f you want to be happy in love, 
then keep a statue of a pair of 
Mandarin ducks in your bedroom. 
They symbolise unending love 

Bi Keep a little upright fan in your 
bedroom or in your study. The 
turning of the blades will 

improve the flow of Chi and 

can change your luck 

Bi A crystal lotus is said to remove 
any obstacles that arise 

in your personal or 

professional life. 
Keep one in your 
drawing room 








FENG SHUI 
DOES NOT TELL 
YOU THAT... 

...it cannot help you with a 
problem. Experts and believers 

are of the opinion that there 

is no subject that Feng Shui 
cannot guide you on. They say 
that unlike other geomancy sci- 
ences like Vaastu Shastra, Feng 
Shui principles touch your life 

in a holistic manner. We leave it to 
you to judge the veracity of that. 
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Gardens 





Gardens can be oases of 
peace; they can also 
become nightmares if 
not tended to properly. 
Here's a step-by-step 
guide to having a 
beautiful garden. 
SHIVANGI MISRA 





ardens are an extension of the 
G house, an artistic enterprise 

instead of a botanical under- 
taking. Mohammad Shahir, Landscape 
Artist, says: “If | were to design a 
garden, l'd work on blending the 
interior and exterior into one 
ensemble. My garden would be 
organised around the views and 
activities happening inside the house." 
So how do you ensure that your gar- 
den is an extension of your personal- 
ity? Here's how. 


Plan your garden 
Having a long-term plan for your gar- 
den saves you from investing unnec- 
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essary time and money on things that 
you can do without. It is a good idea 
to draw a sketch of what you want 
your garden to look like. Take the 
help of experts if you can't do it your- 
self. Don't know any garden specialist? 
Ask your interior designer or plant 
boutique. They'll put you in touch 
with one. 


View it from the house 

Since you will be looking at your gar- 
den the most, you must ensure that it's 
a pleasure to your eyes. How do you 
achieve that? Just like framed pictures, 
you need to capture and frame great 
views, especially from your favourite 
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window or corner of the house. Place 
yourself at a vantage point, and survey 
different views from there. Then plan 
the look according to your taste. 


Keep it simple with well- 
defined focal points 

You can design your garden just as 
extensively as a painter's canvas. 
Include a unique or large plant, fix a 
fountain or piece of art. Include items 
that will catch your eye. However, the 
golden rule here is to not clutter it 
too much. Create and stick to a theme. 


Create special spaces within 


































your garden to relax 

A garden is not just a place of beauty; 
it is also an ideal place to relax. Your 
plan must include a well-defined place 
for some garden furniture. 


Keep in mind the 

watering needs of plants 

Try and club plants that have similar 
watering needs together so you don’t 
spend too much time trying to reach 
out to all corners of your garden with 
a hosepipe. 


Repeat plants or schemes 
Give your garden that “in bloom” 
look and feel by repeating patterns 
and by clustering plants and flowers. 
For example, a closely piled bed of 
yellow marigolds against a back- 
ground of green will give your 
garden a rich look. You should also 
plant trees and shrubs of various 
heights so as to break any visual 
monotony. 


Colourful annuals 
Of course, if you are a garden enthu- 


siast, you wouldn't mind spending 
lots of time with your plants. However, 
we suggest when you're out setting 
up your garden, you must pay spe- 
cial attention to annuals. These are 
available in various colours and sizes 
and give your garden a permanence 
that can form a good base for 
experimentation. 


Pruning and cleaning 

Edging, deadheading and weeding 
are most important for a healthy 
garden. Giving beds a definite outline 
gives your garden a neat look. 
Deadheading helps plants from 
producing unwanted seedlings and 
encourages reblooming. Try using pre- 
emergent herbicides to prevent weeds 
from sprouting again. 


Make your garden natural 

By making your garden play host to 
wildlife like butterflies, birds and bees, 
you make it come alive. These make a 
garden look more natural and 
welcoming. Not just that, birds 
and butterflies are a joy to watch 
by themselves. 
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SHINE A LIGHT 


Lighting plays a great role in creating the ambience you 
want in your house. Here's how you can go about doing it. 
BIBEK BHATTACHARYA AND SHIVANGI MISRA 


What is ambient lighting? 

Simply put, this is the natural light condition of any space. In the context of artificial 
lighting, ambient lights can be in the form of cove lighting, which is usually in the form 
of a long wire with a series of tiny fluorescent lights attached to it. Modern lighting fix- 
tures create artificial ambient light by bouncing light off walls or surfaces, thus, 
eliminating glare. Fluorescent lights are usually used for ambient lighting. 
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Swarovski Tealights 


For that soft warm look, nothing 
works better than the magic of 
light streaming through crystal. 


Leaves Peridot Tealight: Festive 
and glamorous, the Leaves Tea 
Light Crystal makes the most out 
of romantic candlelight. Featured 
below is a small tealight candle- 
stick with faceted leaves in clear 
green crystal. 

Price: Rs 11,645 

Website: www.swarovski.com 





How can you bes 


with light and shade? 


Often, darkness is the most im- 
portant aspect of illumination. 
All you need to know is that the 
effect you desire can be best cre- 
ated by altering the dimness and 
brightness of the lights. To in- 
crease the depth of your room, 
you could accentuate the far wall 
with directional lights and wash 
the ceiling uniformly with re- 
cessed fixtures, while keeping 
the rest of the room unlit. This 
interplay of light and shadows 
will create an illusion of depth. 

If you have a garden outside 
your living room, and there is a 
glass partition in between, you 
can make the space look contin- 
uous by accentuating one plant 
and washing the walls of your 
room with a light of the same 
colour temperature. 


Oomphy Buys 


Wall washes: A stan- 
dard 5-lens uniform wall 
wash from Erco (the 
company that lights up 
the Louvre) will cost you 
Rs 1 lakh. Alternatively, 


HOW CAN YOU USE 
LIGHTS TO ALTER 
THE MOOD OF A ROOM? 





You don't have to be a rocket 
scientist to be able to do that. 





What are try wall-washers from 
accent lights? Antares or Lucifer. 
These lights accentuate par- Website: www.erco.com 


ticular elements of your 
room. With them, you can 
wash your walls uniformly 
or accentuate a specific sec- 
tion on that wall. Accent 
light fittings vary from 
angles of 4 degrees to 60 
degrees depending on the 
lens used within the fixture 
and the area of the wall 
that you want to highlight. 
They might be recessed 
lights, wall-mounted lights 
or spotlights. Then, there 
are semi-decorative accent 
lights as well, like the 
Archimoon lamps which 
look like a very large table 
lamp. You can use the 
Archimoon to light up your 
reading table. 


Accent: You can get standard frame-to-frame 
accent lights from Erco for Rs 1.25 lakh each. The 
price depends on the precision of the lenses used. 
Non-frame-to-frame accent lights will cost you 
Rs 20,000. A Superarchimoon lamp designed by | 
the famed Philippe Starck for Flos lights will cost MÀ 


you Rs 6,17,465. AMA d 


Website: www.flos.com 


Hm : 


Emotional lighting: 
These lamps are as much 
works of art as emitters 
of light. A classic Artichoke 
suspension lamp from 
Louis Poulsen lighting will 
set you back by Rs 6 lakh. 
The sail-shaped Vela lamp 
from Rolf Benz is a delight 
for Rs 92,000. 

Website: www.louis- 
poulsen.com 





If you are hosting a party and 


What are 

emotional lights? 
These are your regular 
visible fixtures like 


lamps. Their job is to en 
hance the character and 
mood of a room and 


include modernist chan 
deliers like the famous 
Artichoke designed by 
the Swedish designer 
Poul Henningsen. 
Price: On request 
Website: www.poul- 
henningsen.com 





want your living room to be uni- 
formly well-lit, then you can leave 
all the ambient lights on and use 
accent lights of a different colour 
to light up specific objects. What 
you get is a cheerful, well-lit 
room which is easy on the eyes. If 
you want subdued light while 
watching a movie, you could turn 
down your accent lights to light 
up the room with a suitable 
colour like blue or red. 











Children’s Room 
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When we are talking children’s room, remember we are talking about the 
space in your house that will see the maximum action, and also one that will 
keep changing as the age and needs of your child change. TEJASWI RATHORE 
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Young minds are fiercely imaginative, but their inquisitive nature often over- 


Si" is the first thing to keep in mind while planning your child's room. 
rules the little common sense they have. 


A new baby doesn't really need a room of its own. A cozy cor- 
ner in the parent's room is perfect for the newborn. But 
whenever you move the baby into his/her own room, it will 
pay to plan well for it. Remember, it should be close 
enough to the parent's room so that the baby can be 
heard when it cries/shouts out. 
alls: Use washable, lead-free paint or wallpaper 
on the walls as your baby will almost certainly use 
them as his/her first canvas. 
r: The floor should be comfortable, warm, easy to 
? wash and durable. Carpeting is impractical in the Indian 
context as it will get stained quickly. A more practical op- 
tion is cushioned vinyl or cork—they are easy to clean 
S andare firm enough for babies to learn to walk on but soft 
| enough to cushion the inevitable falls. 
i^ Windows: Two-layer curtains—lace inside and a light chintz fab- 
ric outside—are ideal and can be used in conjunction with dark blinds. 
Beds: These come in various shapes and sizes and you can choose one that 
matches your taste and budget. But remember, children's beds must have 
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safety is the first consideration, which means an absolute 
no-no to sharp edges. In fact, with children around, expand 
that sharp edges dictum to the entire house. Also, since kids 
tend to run around a lot, there should be more open space in 
their room and the table in their room should not be too low. 
As for colours, go in for the bright ones or cheerful tones in a 
material that can be easily washed off—since kids will tend to 
use lots of crayons and pens on the walls. 

A similar thought is needed for the aged and elderly. The 
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PHOTO COURTESY: DECORATING NOTEBOOK BY NINA CAMPBELL. Pug SHED BY LICO BOOK* 


one factor that you need to adhere to in rooms for old peo- 
ple is that there should be plenty of light and that floor 
spaces are clear. Again, no low level tables and no sharp 
edges—be it in the room or the bathroom. Always opt for 
rounded edges. And yes, the bathroom needs to be equipped 
with strong and sturdy rails. As for furniture, keep in mind that 
old age means general health problems—for instance, instead 
of a sink-in mattress, go in for something that's comfortable 
and soft but firm so that it's easier to get out of bed. 


bt. 





Advice — 
The objective is not 


just that you should 
enjoy being in your 
house, but that your 
guests should also 
feel relaxed and 
comfortable. 


A lot of what material goes into making up a great interior 
depends really on the climate of the area where the house Is 
situated. For those in tropical countries or places like West Asia, 
where | have done a few projects, dust is a major factor in 
choosing materials. Avoid elaborate curtains or shutters as also 
fabrics on walls and rugs on the floors. Instead, opt for mar- 
ble flooring that not only prevents accumulation of dust but 
also remains cool. Of course, these days, most houses have 
climate control or air-conditioning installed, which makes it 
easier to experiment. 

Choosing a fabric for your interiors also depends on com- 
mon sense and comfort levels. A white sofa often looks stun- 
ning; but if your BP levels rise every time someone sits and eats 
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The author is a well-known British interior designer with her own line of products under the brand name Nina Ca 










on it—and drops food that leaves ugly stains—then, it's sim- 
ply not worth it. Even your guests will be edgy, trying to be ex- 
tra cautious about not staining your spotless white sofa. The 
objective is not just that you should enjoy being in your 
house, but that your guests should also feel relaxed and 
comfortable. 

For a house on the beach, one should use lots of linen and 
cool fabrics and also remember that everything should be 
washable. For a home in the hills, choose wood and rugs to 
keep the place warm. In fact, for those residing in the moun- 
tains, even the colours can enhance the feeling of warmth— 
reds, greens and chocolate brown are a definite yes. But 
what is definitely out is having the same colour throughout the 
house—that's boredom by another name. 

People often ask me the objective of a well-done interior. 
A house, according to me, is a place to relax and unwind, 
especially in these stressful times. So, a great interior, while it 
must be well-planned with attention to detail, should be 
such that it doesn't stand out. If you can pass through a 
house, and enjoy your time out with its occupants without 
noticing the design and layout, that in my view is a great 
interior. Wow to that! 

As told to Tejeesh N.S. Behl 
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Ihe water troubles your mind. 
Ihe tough haunts you. 


Ihe bunker keeps you wortied. 


Yet, it’s going to be the most relaxing holiday you’ll ever have. 


esort at Le Telfair. Mammtius 


Liallantines presents seven days of golf retreat at 4. XE én, the Golf & Spa 
resort in Mauritius. Tee off at the 18-hole championship golf course and enjoy the 
lush green slopes and a magnificent view of both lagoons and mountains as 


you walk to the next hole. Just make sure the bunkers don’t upset you on your way. 


For enquiries, please email: preeti @rngolf.com 


Partners : 


Rishi Narain 


Pdlbting 
e 
— GOLF RETREAT —— 


June 1 - 7, 2007 


LEAVE AN IMPRESSION 


1 A. 
» ad 
—_—™~ 
=m 
~ 


Mauritius Tourism 





HYDRA ENERGETIC 


ANTI-FATIGUE 


Signs of fatigue, dull complexion and dark circles? 
Fight back! 


Hydra Energetic Moisturising Lotion with Vitamin C. 
Skin feels revived, 


recharged with energy 
Healthy look, 


24 hr hydration, non-greasy, non-sticky formula 


Used after shaving, it soothes razor burn 


Hydra Energetic Eye Cream with Vitamin C. 


Visibly reduces dark circles 
Reduces traces of stress and fatigue 
100% freshness! 


` For our expert advice 
DN men's skincare 
visit www. lorealmen.com 


L'Oreal! Paris Men Expert is available at select stores across India 

To locate the store nearest to you, or for any advice, 

lon t toll free her IROOM ?? ( t ar an 099.940" 5 
on tye {| ee humpe | 800 22 5646 oi on 022-2497 2515 or e-mail at advisor(@lorealindia.com 
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